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THE STAR leads all other Indianapolis 
dailies in department store advertising. 

In October, 1904, the five large depart- 
ment stores ran 87,602 agate lines of display 


The 
Indianapolis Star 


During the same period THE News carried 
64,535; THE SENTINEL, 25,925, and THE 
SuN, 10,865 lines. Since June 8, 1904, THE 
INDIANAPOLIS STAR has not accepted a single 
local or foreign contract at a lower rate 
than nine cents per agate line. This is 20 
per cent to 300 per cent more than other 
Indianapolis papers receive for a like service. 

The combined paid circulation of the 
‘Star League is guaranteed to exceed 
140,000 copies daily. 








The Star League 
Star Building Indianapolis, Ind, 


C. J. BILLSON, [anager Foreign Advertising 
Boyce Building, Chicago Tribune Building, New York 
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THE MEDICAL BRIEF 


with its world-wide circulation 


IS THE BEST BY ANY TEST 
TO REACH FAMILY DOCTORS 








QUANTA C. TAYLOR Prosicont. ALBIN WELUER, Vico President. 
‘lima Shapho or 
Jon asione Sables Mbix Dj, 
Tonqodluve & Sativa Tablers, A 
Songolene & Quinine Tablers, 


PoNcA COMPOUND, ="2 LOCUST STREET, 


MELLIER’S “ELLIOTT” SADDLE-BaGs. GY : 
; be Sous Sept. 27th, 1904. 


Dictated by W. C, T.° 


The Medical Brief, 
City. 
-fientlemen:~=Replying to your esteemed favor of the 13th inst. we are pleas- 
© state that we have always considered the Medical Brief as one of the 
" best advertising mediwns for proprietary preparations, for the reason 
t it was the original champion of such and has done much to. acquaint 
médical profession with the great value of ethical proprietary remedics, 
Assuring you of our continued patronage as long as the Brief 
is conductéd on as broad lines as it has been for many years past, with 
kind regerds, we remain, 
Very truly yours, 


Uoadn May, 
THE MEDICAL BRIEF 


is read monthly by more 


FAMILY DOCTORS 
THE WORLD OVER 


than any other medical journal extant. 


MEDICAL BRIEF ADVERTISERS 


_ are the best witnesses of this 
O92 and tell theirown story .. . 


A = Sample copy and rates for the asking. 
> TO 
OFFICES: 


9th and Olive Streets, St. Louis, Mo. Astor Court Building, New York. 
Masonic Temple, Chioago, Ill. 
Auckland House, Bashinghall Avenue, London, E. C., England. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


First Paper. 


A MAN, WHOSE NAME WILL OCCUR 
TO MANY AS ONE WHO FOR NEAR- 
LY HALF A CENTURY HAS BEEN 
CLOSELY IN TOUCH WITH NEWS- 
PAPERS AND ADVERTISING, HAS 
CONSENTED TO TELL THE STORY OF 
HIS EXPERIENCES IN A SERIES OF 
PAPERS TO BE PUBLISHED IN PRINT- 
ERS’ INK. THE FIRST INSTALL- 
MENT IS HERE GIVEN; -OTHERS 
WILL FOLLOW FROM WEEK TO 
WEEK UNTIL IT APPEARS THAT 
READERS FAIL TO FIND IN THEM 
VERY MUCH OF INSTRUCTION OR 
INTEREST, OR THE WRITER TIRES OF 
HIS SELF-IMPOSED TASK, OR THE 
EDITOR SHOULD CONCLUDE THAT A 
PRESSURE OF MATTER OF MORE 
IMPORTANCE WILL FORBID THE 
FURTHER DEVOTION OF SO MUCH 
SPACE TO OLD STORIES AND AN- 
CIENT HISTORY. 


The first newspaper I remember 
was the Caledonian. It was pub- 
_. lished at St. Johnsbury, the place 
where the Fairbanks scales are 
made. The name came from that 
of the county, Caledonia, one of the 
northern tier in the little New 
0 England border State of Vermont. 
\) My father was a Whig in politics. 
The Caledonian was naturally of 
that stripe and complexion. Our 

2 nearest neighbor, a man named 


No. 1 


recall which paper it was that pro- 
claimed these high, brave and vir- 
tuous principles, probably it was 
the North Star, for it ceased to 
exist half a century ago, while the 
Caledonian continues even until 
this day. 
* * * 

There was not much occasion 
for newspapers in that primitive 
forest region in the northern part 
of the Green Mountain State at 
the time my memory first began to 
take note of affairs. Our nearest 
neighbor was very near indeed, for 
both his family and ours found 
shelter under the hospitable roof 
of a single log cabin. No adver- 
tisement, story, or editorial, made 
any lasting impression on a nacent 
brain that recalls with distinctness 
the spicy taste of the bark of the 
yellow birch twigs that grew in 
the woods near by and the beauty 
of the miniature trout in the little 
pool in the brook, where the water 
was dipped up for family con- 
sumption, which allowed itself to 
be impounded within the shiny tin 
pail and revealed the vermilion 
spots on its sides to the admiring 
eyes of the boy of four or five. 
That must have been about the 
age of these first memories, for 
the mind’s eye still brings before 
it the cover pages of the Thomas 
Almanacs of that period, bearing, 
as the most conspicuous line, the 


3 May, was a Democrat and he too 
7. took a paper that sustained his 
> political views. His paper became 
“ known to me about as soon as the 
> other.. It was called the North 
— Star and was printed at Danville, 
_—a town of more importance then 
—-than now. One of these papers 

carried at its head a verse which I 


figures 1842 and 1843. Now and 
then, in literature, one comes 
across a reference to the latch 
string which, when it hung out, 
Was an evidence of open hospital- 
itv, an invitation to enter, and 
which, when withdrawn, closed the 
door even more effectively than a 
; lock; and it is always a joy to re- 
still recall. It read: M€CHv& ve, member that our house, too, had a 

Here shall the press latch string and that it always 


The people’s rights mgiptai ” 
Unawed by influence, Sa q Spine out. 
And unbribed by gair™ att ft. * * A 


My memory does not distinctly Althotigh the mind recalls no 
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newspaper advertisement at this 
time there is a memory of the 
presence in the house of a bottle 
containing a liquid of a golden 
pomegranate color, enclosed in a 
paper wrapper somewhat approach- 
ing the same shade, the taste of the 
liquid suggesting something akin 
to the flavor of the meats in the 
black cherry stones with which a 
country boy was likely to be ac- 
quainted on account of their close 
connection with a delicacy known 
as cherry rum. This wonderful 
patent medicine is still to be found 
at drug stores, still has the same 
color, same wrapper and is still 
known as Ayer’s Cherry Pectoral. 
The only other result of adver- 
tising that made an impression on 
the memory that time has not 
effaced was a certain poster picture 
of a sort of calico horse of Arabian 
pattern and vast grace and beauty, 
all calculated to emphasize benefits 
that might be derived from a com- 
pound known as Merchants’ Gargl- 
ing Oil. This preparation, too, I 
am led to believe, is still to be 
found in the drug stores of the 
country. Not Rosa Bonheur’s 
Horse Fair, to my maturer and 
more critical eyes in later years, 
ever equaled the grace and beauty 
nor the coloring of that splendid 
Arabian steed. Having a bearing 
upon the comparative merits of the 
two pictures here referred to, there 
comes to mind a story that used to 
be told by that eminent advertising 
agent, scholarly gentleman and 
prince of raconteurs, the late 
James H. Bates. “A boy from the 
western section of the State,” he 
said, “had come for a visit to New 
York City and a whilom school- 
mate, who had for some time held 
a clerkship in the metropolis, took 
him in hand to show him the 
sights. Nothing, however, excit- 
ed his wonder nor aroused any en- 
thusiasm until at last when he had 
been taken to the great store of 
A. T. Stewart & Co. at Broadway 
and roth street (now Wanamak- 
er’s), after inspecting the display 
of merchandise, the army of clerks, 
the crowd of shoppers, the two fi- 
nally stood in the great central 
rotunda, where looking upward 
the eye counted story after story, 
balcony above balcony, all sur- 


mounted by the great skylight 
overhead, at last a gleam of satis- 
faction appeared in the country 
boy’s eyes and he admitted to his 
friend ‘This is something like 
Rochester.’ ” 

* * 

In the matter of newspapers and 
advertisements that made an im- 
pression on the memory, there 
seems to have been an _ interim 
until, in the early fifties of the 
last century, the parental home had 
moved across the Connecticut into 
the Granite State. Lancaster, New 
Hampshire, was the capital and 
principal town of Coos County, 
situated in the northern part of 
New Hampshire. New Hampshire 
was a Democratic State, Coos 
County was the most Democratic 
portion of the State and Lancaster 
more intensely Democratic than 
any other town in the County. 
There did not live anywhere a 
more earnest Democrat than James 
M. Rix and he edited and printed 
a small weekly paper known, and 
still known at this day (1905) as 
the Coos County Democrat. It 
used to be said by those who had 
an opportunity to take note of such 
matters that in every remote 
homestead in Upper Coos (pro- 
nounced Co-és), in the best room, 
there would be found a “light 
stand” covered with a white cloth, 
and on the cloth the family Bible 
and on the Bible a folded copy of 
Rix’s Coos Democrat. From his 
office went out into the wider 
world many men who_ became 
prominent. Col. Edward E. Cross 
of the New Hampshire Fighting 
Fifth was a printer boy in Rix’s 
office and there, too, served for a 
time the inimitable Charles F. 
Browne who afterwards became 
known everywhere as Artemas 
Ward. Browne was finally dis- 
charged by Rix on account of a 
fight with another apprentice dur- 
ing which they overturned the im- 
posing stone and succeeded in 
pying a page of that week’s paper. 
Browne’s other exploits, as report- 
ed by those who still remember 
him, were limited to striping a 
sign post in front of the temper- 
ance tavern, transforming it into a 
barber’s pole, and in substituting 
a green pumpkin for a great water 

(Continued on page 6.) 
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The 
National Biscuit 
Company 


WILL PAY T Oc 


The 
Curtis Publishing 
Company 





the largest sum ever paid for a 
single advertisement. The an- 


nouncement will appear in the 


February Ladies Home Fournal 





THE CURTIS PUBLISHING COMPANY 


Philadelphia New York Chicago Boston 
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melon that Editor Rix had grown 
with care from a seed furnished by 
a friendly Congressman, watched 
with pride, boasted of with com- 
placency, and finally had promised 
should’ regale his guests on an 
auspicious occasion to occur on a 
specified date." It js related that so 
well did the substitute pumpkin 
match the purloined melon, so ju- 
diciously was the stem adjusted, 
that the exchange was not noticed 
nor suspected until the grand oc- 
casion came, the company had as- 
sembled, and Mr. Rix proceeded 
to cut the melon. 
* x * 


Of the advertisements in the 
Democrat only a few aie recalled. 
One had a picture of a soldier and 
a horse, and announced the merits 
of Redding’s Russia Salve. An- 
other told of Wistar’s Balsam of 
Wild Cherry and a third offered 
for sale a certain house in the vil- 
lage, the owner being about to go 
West; the remarkable thing about 
this announcement being that the 
house was not, at the time, for 
sale, the alleged owner who ad- 
vertised it having actually sold it 
and actually gone West some years 
before, but the advertisement still 
stood and did occasional service in 
filling out a column. 

Most citizens, who wished for a 
paper of wider range, read the 
New Hampshire Patriot published 
at Concord, the State Capital, a 
paper of an even more rabid stripe 
of Democracy than Thomas Jeffer- 
son would have desired, while 
those of Whig proclivities sub- 
scribed to the Independent States- 
man, also published at Concord. 
My father read the Boston Journal 
and there was a considerable pack- 
age of New York Tribunes reg- 
ularly received at the postoffice. 
All of these were weekly issues. 
The daily was not then much of a 
factor in farming regions or vil- 
lage communities. 


Tue wp-to-date reply card now has a 
one-cent postage stamp affixed instead of 
the familiar square with “Put stamp 
here.” The Eagle, Reading, Pa., sends 
out such a mailing card with a request 
for information as to the person to be 
called upon in reference to a special fi- 
nancial issue. Such cards cost money 
to mail, but ought to bring a high per- 
centage of replies. 


Oa Ow ew 
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A CHRISTMAS GIFT. 
BINGHAMTON REPUBLICAN, 
BincHAmTON, N. Y., Dec, 21, 1904. 

Editor of Printers’ INK: 

Enclosed please find New York draft 
to your order for $5, for which please 
enter subscriptions to Printers’ INK as 
follows: 

Giles H. Dickinson, Republican Office, 
Binghamton, N. Y., three years; John R. 
Jones, Advertising Manager, Globe 
Store, 155 Washington street, Bingham- 
ton, N. Y., one year; Jas. P. Cronin, 
3®@ Carroll street, Binghamton, N, Y., 
one year. 

In regard to your question as_ to 
whether the old price of PrintErs’ INK 
is too high for the average man, I 
think that it was and my own experi- 
ence would seem to prove this. I have 
always been interested in PRINTERS’ 
Ink and have always read it eagerly 
whenever I could get it, but I never felt 
that I.could afford to subscribe for it 
at the rate of $5 a year. We used to 
get it here in this office, where I was 
brought up, and I read it here regularly, 
Later when I was in the United States 
Consulate General, at Constantinople, 
for a year, it came there and I read it 
every week. When I went to Chicago 
some three years ago I missed it very 
much but still felt I could not afford to 
subscribe for it. A year ago when you 
made a special offer of $3 a year, I sub- 
scribed for a year and that subscription 
has just expired. I am, as you notice, 
paying now for three years in advance, 
Another copy regularly comes to this 
office but I find that I want one for 
myself. I think the $2 a year is a 
fair price for Printers’ INK; not that 
it is not worth much more, but that the 
average man cannot afford to pay much 
more, As for this special offer which 
allows us to get it for a dollar a year, 
why it is a regular Christmas present. 

Very truly yours, 
BINGHAMTON REPUBLICAN, 
By Giles H. Dickinson. 


+e 


A QUESTION OF RETURNS. 
PEASLEE-GAULBERT COMPANY, 
Manufacturers’ Agents for Polished 
Plate and Window Glass, Coal Oil 
Chandeliers and Lamps. 

LovtsviLie, Ky., Dec. 23, 1904 
Editor of Printers’ INK: 

Our subscription for Printers’ INK 

expires on February 1oth and we would 
thank you to renew same for one year 
from that date, for which we enclose 
herewith our check for $2. We are in 
favor of the $2 rate. 
_ There is no doubt that Printers’ Inx 
is worth $5 to many people but we be- 
lieve that a popular price would add 
largely to your subscription list and ma- 
terially sleet the reduction. 

We carefully read every copy but we 
hardly believe that the es rate would 
appeal to us another year although it 
is not a question of value but returns. 

We are confident that we will be 
amply paid at the $2 rate and believe 
there are a great many others who will 
view it from the same standpoint. 

Your friends, 
PEASLEE-GAULBERT Co. 
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i F YO UJ UJ § t Where advertisers confine 


to the policy of using one 
paper only in metropolitan 
centers like Baltimore, India- 


— Washington, Minne- 
apolis and Montreal, it is es- 
poy J important to select the 

NE pai 


per that will cover the 
field and give you the greatest 
publicit 


The folowing high-grade after- 

Que §=00n papers are invariably selected 
® by ‘‘one paper advertisers” to 
premote business in their respec- 


tive cities. 


Tue News is the ONE paper in Balti- 
THE more that furnishes the American 


Newspaper Directory with a satis- 

BALTIMORE NEWS factory statement of circulation. 
Sworn net daily paid circulation 

** The Great Southern Daily,” over 53,000, and still growing. Lae 
estin Baltimore and covers the field. 


Advertisers who know the Indianapolis 
situation thoroughly do not hesitate THE 
to select THe INDIANAPOLIS News 


profitable field. Wet wariezevis, INDIANAPOLIS NEWS 
tion over. 74,000 copies daily. 
Reaches more homes than all other ** The Great Hoosier Daily.” 


local papers combined, 


Tue EveninG Star is recognized by 

THE local and foreign advertisers as the 

ONE paper that covers the District 

WASHINGTON ST A R of Columbia. The Post Office De- 
artment selects THE STAR to pub- 

¥ ish dead letter list—an order given 

** The Great National Daily.” only to the ONE paper having larg- 
est circulation in city of publication. 


Advertisers cannot reach the purchasin 
classes of Semanal’ so Pwd THE 
oughly through any other paper 
than THe MINNEAPOLIS JOURNAL. MINNEAPOLIS JOURNAL 
— JOURNAL — = foreign 
advertising each month than an . ‘ 
other Minneapolis or St. Paul - “The Great Daily of the Great 
per. Why? The ONE paper that Northwest. 
reaches the people. 
The best known daily in Canada is THE 
THE MontTreAL Star. Carries more 
foreign and local advertising than 
any other Montreal paper, and has 
MONTREAL STAR larger circulation (English) than all 
the other Montreal English papers 


“Canada’s Greatest Newspaper.” combined. Sworn net daily paid 
circulation over 56,00c. 


Rates, further particulars, etc. furnished on 
application. 


DAN A. CARROLL 
Special Representative 


Tribune Building W. Y. PERRY, Tribune Building 
New York (Western Manager) Chicago 
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“EVERYBODY’S’—THE MAG- 
AZINE IN THE LIME- 
LIGHT 





RUMORS. 

Thomas W. Lawson receives twice as 
much for his copy as Rudyard Kipling, or 
$2 a word; he writes 20,000 words of “‘Fren- 
zied Finance”’ in an afternoon. 

Everybody's circulation may go tO 2,000,- 
ooo, but when “Frenzied Finance”’ stops it 
wiil drop to 100,000, which will be awful. 

Mr. Lawson owns Everybody’s, and it is 
now well known that Messrs. Ridgway and 
Thayer work for him. 

John Adams Thayeris an old collegechum 
of Mr. Lawson’s, and the Boston magnate 
naturally sent for him when he decided to 
tell all. 

Everybody's Magazine occupies 
the center of the stage, and its 
prominence just now is such that, 
properly speaking, the stage has 
never before had a real center. All 
precedents in the increase of circu- 
lation have been broken. No mag- 
azine ever got so much free ad- 
vertising in the newspapers or 
aroused so much discussion among 
publishers and advertising men. 
The latter admit that the growth 
of Everybody’s circulation is amaz- 
ing, but doubt whether it is sound 
growth. Theories, opinions and 
rumors spring up wild and rank. 
As for the reading public, it seems 
to be just waking up to “Frenzied 
* Finance.” The January edition of 
Everybody's was 700,000 copies, ac- 
cording to Mr. Thayer. It appear- 
ed on the newsstands December 
20, with a fine accompaniment of 
newspaper stories about injunc- 
tions against the news companies 
for distributing libelous matter. 
The increase in price to fifteen 
cents was as straws before a sixty- 
mile gale. On the day after pub- 
lication the American News Com- 
pany announced that its stock had 
vanished, and asked for 54,000 ad- 
ditional copies, which could not be 
supplied. Ward & Gow’s order for 
3,000 more copies met the same 
fate. More than 4,000 copies were 
sold on their Subway and elevated 
newsstands on the day of publica- 
tion. Several hundred copies were 
piled up at the Waldorf-Astoria in 
the afternoon. In an hour they 
melted away. Copies sold at from 
twenty-five to fifty cents each in 
Wall Street. A big newsdealer in 
the financial district offered any 
price for 1,000 more copies. A 
driver hauling the January issue to 
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a railroad station for shipment, 
four days before publication, was 
offered $50 to steal a copy. Sev- 
eral hundred men were gathered 
around a railroad station in the 
West, and when somebody asked 
the cause of the gathering the reply 
was, “We're waiting for another 
lot of Everybody's to come in on 
the up train.” Orders from news- 
dealers in London, Paris and other 
foreign cities have come in, asking 
for fifty and a hundred copies. At 
a recent bankers’ dinner in New 
York there were present all the 
city’s banking lights and financial 
grannies. Set speeches were on 
the programme, but the burden of 
all talk, open and in undertones, 
was “Lawson, Lawson, Lawson!” 

While the present situation with 
regard to Everybody’s is without 
parallel in publishing history, there 
are certain indications that the in- 
crease in circulation is not so un- 
healthy as many believe. Other 
publishers like to tell themselves 
that the pace can never be main- 
tained after the Lawson articles 
stop. But it is interesting to re- 
member that Everybody’s circula- 
tion had been doubled in one year 
before “Frenzied Finance” started 
last July. The activity of The 
Ridgway-Thayer Company in put- 
ting on new circulation led to se- 
curing “Frenzied Finance.” This 
is dealt with as follows in the Jan- 
uary issue of Everybody’s: 

When we read seven months ago in an As- 
sociated Press dispatch that Mr. Lawson had 
announced his intention to give the remainder 
of his life, if need be, to showing up the 
“System,” we immediately went after the 
story, primed with letters of introduction. It 
was days before Mr. Lawson would even see 
us, but we hung on. If there is any credit to 
us, it is in our appreciating the value of such a 
story and in persisting until we secured it. 
We acknowledge unreservedly the wonderful 
things that this series has done for Every- 
body’s Magazine, but in fairness to ourselves 
permit us, with some diffidence. to call our 
readers’ attention to the fact that Mr. Lawson 
would never have given his story to any but 
live publishers. And one of the evidences to 
him of our “‘aliveness’’ was the fact that be- 
fore we began the series, in less than twelve 
months of our t, we had doubled 
the circulation of Everybody's Magazine. 
We had already pushed the magazine from 
tenth place in circulation to third place among 
all the general magazines, and we frmly believe 
that by now we should have been in second 
eo. even without Mr. Lawson’s story. We 

ad accomplished so much by “straight foot- 
ball,” pounding away at the line, quick and 
snappy team work and endurance, That Mr. 
wson’s story jumped us into first place 























months before we could have hoped to get there 
on the steady,sure route, goes without saying. 
Mr. Lawson knows how frank and full is our 
appreciation. But there is no occasion for our 
friends to worry about what will happen to us 
when the Lawson story is finished, 


“The July issue of the magazine 
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tions, the Boston police seized our 
magazine and forced dealers to sell 
the copies without covers, which 
bore a representation of the Ameri- 
can flag. This flag incident started 
the series off with a hurrah. Edi- 





was 300,000 copies,” said Mr. 


* 





Mr. E. J. 


Thayer last week, “or 50,000 more 
than in June. We advertised the 
Lawson story freely in newspapers, 
and the first installment attracted 
newspaper attention in two ways. 
In addition to the sensation 
promised by Mr. Lawson’s revela- 





torials appeared in many prominent 


% 








RIDGWAY. 


newspapers, and the entire edition 
was sold out within a week after 
it went onto the newsstands. The 


demand was so great then that it 
was rumored that copies of the July 
Everybody’s had 
$250. 


been sold for 
One of our readers wrote 
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in to say he had two copies in ex- 
cellent condition, and would be 
willing to sell at some such price. 

“The August edition of 350,000 
copies was entirely sold out in a 
few days. The September issue, 
containing Mr. Lawson’s account 
of how dollars were made by the 
System, consisted of 425,000 copies, 
and a second issue of 50,000 copies 
was needed to fill demand. The 
October edition was 550,000 copies 
and the November edition 600,000, 
but in that month we erred in 
printing too many. Instead of 
holding our normal circulation and 
increasing it 100,000 copies, as in 
the previous month, we had an in- 
crease of only 80,000 copies. In 
December we printed 600,000 cop- 
ies, and they melted away in less 
than a week. Of the January issue 
700,000 were printed and the news 
companies were clamoring for 
more within four hours after the 
magazine went on sale. It is our 
present plan to print 900,000 copies 
of the February issue, but if we 
can print 1,000,000 there is no ques- 
tion that they will be sold. In do- 
ing this we anticipate the prophecy 
of Mr. Lawson that we would have 
a million circulation in the spring. 
When he predicted last June that 
Everybody's would have more than 
500,000 in the fall we were a little 
doubtful about getting it. But his 
prediction came true in October, 
and now that this second predic- 
tion has been fulfilled ahead of 
schedule time we believe his state- 
ment that Everybody’s will have a 
circulation of over 3,000,000 copies 
before the close of 1905. When 
Sir Alfred Harmsworth was here 
last summer he told Mr. Ridgway 
that with the immense population 
of the United States and the great 
magazine we were getting out we 
should have ‘at least 5,000,000 cir- 
culation, and that we would not be 
onto our job unless we had at least 
3.000,000. This seemed a pretty 
stiff estimate at the time, but at the 
present rate of increase I am confi- 
dent that we will be printing edi- 
tions of 3,000.000 by next Christ- 
mas. The public is just awaking 
to the importance of Mr. Law- 
son’s story, and is coming in 
at the point where it is really 
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developing. The chapters publish- 
ed up-to-date have been in the na- 
ture of a preface. Commencing 
with the February number the 
facts of the Amalgamated Copper 
Company will be given to the pub- 
lic. I do not know how many issues 
the telling of the facts will require, 
but after it will follow “The Rem- 
edy.’ All the people in this coun- 
try will be so tremendously inter- 
ested in ‘The Remedy,’ and will 
want to know how the present 
frenzied financial situation is to be 
changed, that 3,000,000 copies is a 
conservative estimate to put on our 
circulation. ~- 

“Now, as to the effect on our cir- 
culation when ‘Frenzied Finance’ 
is concluded, time alone can tell. 
Yet it is generally conceded by 
magazine publishers that  peo- 
ple who buy a magazine and 
learn to like it get into the 
habit of reading it regularly. 
When a great circulation is 
once gained it is a matter of some 
difficulty to lose it, even with a 
mediocre magazine. Our editors 
are looking forward to the time 
when ‘Frenzied Finance’ must end. 
We do not depend upon another 
serial of as wide and sensational an 
interest to hold circulation, but 
upon making a magazine right now 
that will interest even those read- 
ers who buy Everybody’s solely for 
the Lawson story. It has been 
hinted that ‘Frenzied Finance’ ap- 
peals only to men, but this is not 
true. The Lawson articles are 
written in a_ vivid, picturesque, 
readable way that makes them in- 
teresting to women. Last night on 
a car I saw three women with cop- 
ies of Everybody's, and they were 
all reading ‘Frenzied Finance.’ 
Since our offer of the ‘Chapters 
That Have Gone Before’ by maga- 
zine advertising, and the quick 
sales of the newsstand editions, 
subscriptions have been pouring 
into the office by the thousand in 
every mail. A large proportion of 
these come from women. We pub- 
lish many articles of interest to 
feminine readers, and are making 
a magazine that, without the Law- 
son articles, would be bought for 
its own sake. In our February is- 
sue will begin a series of articles 








— 


that will appeal to every man and 
woman in the United States, by a 
writer as capable in his line as Mr. 
Lawson is in financial matters. We 
believe that ‘Frenzied Finance,’ in- 


stead of being a means of building 
circulation, 


up temporary will 
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January about 630,000 were sold 
on the newsstands at fifteen cents 
each. But yearly subscriptions are 
now coming in at a rate twenty 
times greater than at this time last 
year, and it looks now as though 
our subscription list would reach 








Mr. JoHn ADAMS THAYER. 


serve to introduce Everybody’s 
to a clientele wider than that ever 
secured by any publication, either 
a newspaper or magazine, and that 
on the merits of our magazine we 
will hold this clientele. 

“Of the 700,000 copies printed in 


300,000 or 400,000 names before 
the season ends. The increase in 
circulation has been so great that 
we have adopted an entirely origin- 
al plan of charging for advertise- 
ments. The rate will be $1 per 
page per thousand for all circula- 
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tion over 150,000, The first 150,- 
000 copies, representing just what 
we had when we took over Every- 
body's, costs the advertiser noth- 
ing. he probable edition for each 
issue will be announced on the 
25th of the previous month, the 
circulation will be guaranteed, and 
a rebate will be made when the 
circulation is less than paid for. 
When our circulation touches 1,- 
150,000, which it may do in March, 
the rate per page will be $1,000. 

“The progress of Everybody's 
has been so rapid that we have not, 
figuratively speaking, been able to 
see the scenery in passing. Early 
in December it was decided to in- 
crease the newsstand price of the 
magazine to fifteen cents, begin- 
ning with the February issue. 
This was absolutely necessary, as 
a ten-cent magazine like Every- 
body’s really costs more than the 
publishers get for it. Under our 
old advertising rate we were not 
receiving within forty per cent of 
the revenue we were entitled to on 
our great circulation. On the day 
that the decision was made to raise 
the price we changed the plates 
then on the presses and started to 
print the announcement, to apply 
to the February number. But after 
running three days the forms were 
again changed, and the raise ap- 
plied to the January issue. This 
was done on the day that we were 
tl.reatened with libel suits. We 
cannot say whether fifteen cents 
will be the permanent price. With 
a fair amount of advertising it can 
be sold at fifteen cents, but if we 
had less advertising than we now 
carry when our editions run up 
toward the 3,000,000 mark we 
should be forced to raise the price 
still further. Our advertising pat- 
ronage is very satisfactory. We 
print 127 pages of paid business in 
the January issue, which was only 
15,000 less than in December. We 
have had a number of withdrawals 
of insurance advertising, and have 
advices from other people that they 
mean to withdraw, but as a rule 
magazine advertisers are firms who 
want circulation and results, re- 
gardless of sentimental conditions. 
Some of our advertisers profit by 
the sensation Everybody's has 
created: the other day one of the 
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largest advertisers in the country 
said Mr. Lawson’s newspaper ad- 
vertising for the January install- 
ment of ‘Frenzied Finance’ had 
tripled the yalue of his own adver- 
tising in Everybody's. Each in- 
quiry he received from the Decem- 
ber issue cost him twenty-four 
cents, whereas another magazine 
with about the same circulation 
cost him $5 per inquiry. An in- 
teresting sidelight is thrown on the 
situation by the pamphlet, ‘The 
Chapters That Have Gone Before.’ 
This sells at twenty-five cents on 
the newsstands. We printed a first 
edition of 50,000 copies, which was 
quickly exhausted, and now have 
a second edition of 100,000 copies 
on the presses. 

“Tt is said that Mr. Lawson re- 
ceives a large sum for the manu- 
script of ‘Frenzied Finance.’ 

“That is untrue. He receives 
not one penny, and in addition has 
spent an average of $15,000 per 
month in newspaper advertising on 
his own account since the articles 
started. We have also used con- 
siderable newspaper space, but 
chiefly in the nature of announce- 
ments. Latterly the circulation 
problem has been so acute that 
part of our own newspaper adver- 
tising had to be withdrawn.” 

Jas, H. CoLttns. 
Cee NRE ae 
WELL WORTH THE PRICE. 
Cotumsus, O., Dec. 26, 1904. 
Editor of Printers’ INK: 


Ever since completing a course in 
Mr. Powell’s school, Jast spring, I have 
felt the need of a good ad journal. I 
tried several but they were not what 
I wanted. In Printers’ INK I found 
what I was looking for, but thought the 
subscription price of $5 too much. After 
reading the six copies I have received, 
I think it is well worth the price and 
am taking advantage of your special 
offer and inclose check for $2 which 
please add to my present trial sub- 
scription. Respectfully yours, 

D. A. CALKINs. 


- 





German Families are Large 


and large families are large consumers. 
Think what a quantity of goods the 140,000 
or more German Families consume that you 
reach bv advertising with us. Rate. 35c 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 
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(A Roll of Honor ) 


(SECOND YEAR.) 


No amount of money can buy a place in this list fora paper not having the 
requisite qualification. 











Advertisements under this caption are accepted from publishers who, accord- 
ing to the 19%4 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 








culation figures in the ROLL OF Honor of the last named character are marked with an (:). 


These are generally regarded the poblishers who believe that an advertiser has a right 
or. 


to know what he pay8 his hard cash 





2 Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 


paper Directory. 


ALABAMA. 
Birmingham, Ledger. dy. Average for 1903, 
16,670. ‘st 6 mos. '04,19,852. E.Katz., S.A.,N.Y 
ARIZONA. 
Phoentx. Republican. Daily average for 1903 
6,088. Chus. T. Logan Special Agency, N. Y. 
ARKANSAS. 


Little Rock, Arkansas Methodist. Sateen 
& Millar, pubs. Actual average 1903, 10,0) 


Little Rock, Baptist Advance, wy. Av. 1903, 
4,550. Nine mouths ending Oct. 27, 1904, 5.111. 


CALIFORNIA. 


Freano, Morning Republican, daily. Arer. 1903, | 


5,160, ist 9 mos, 94,6, 299. E. Katz, 8. A. N. Y. 

Mountain View, Signs of ~ Times. Actual 
weekly average for 1903, 82,842 

Redlands, Facts, daily. Daily average for 
1903 1.456. No weekly. 

San Franetiaco, Call, d’y and 8’y. J. D. Spreck- 
els. Actual daily average Sor year ending Oct., 
1904, 62,206; Sunday, $7,198. 


San Jone, Pacific Tree and Vine. mo. W. ( 


Rohannan. Actual average, 1903, 6,185. Last | 


three months, 1904, 10,000. 


COLORADO. 

Denver, Post, daily. Post Printing and Pub 
lishing Co. Av eraye for 1903, 88.798. na 
Sor November, 1904, 47,295." Gain, 8,716. 

2 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 

A teed by the publishers of the 
olan American Newspaper Direct- | 


TEED ory, who will pay one hun- | 


dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 


Martford, Times, daily. Arerage for 1903, 
16,509. Perry Lukens, Jr., N. Y. Rep. 


Meriden. Morning ary and Republican. | 


daily average for 1903, 7.58 


New Haven, Evening Kegister. Se Actual | 


av. for 1903,18,.571; Sunday, 11,292 





ew Maven, Goldsmith and Silversmith, | 


N 
monthly. Actual average for 1903, 7,8 


New {HMaven, Palladium, daily. yoo Sor 
1903, 7.625, E. Katz, Special Agent, N. Y. 


Maven, Union. Av. 1903, 15,827. first > 
PP - 1004, 16,008. E. — spot "Agent, a.F 


w London. Dey, rer, 1903, 5,618. 

ps "1904, 6,049. Kate, peo. Ad. Agt., N.Y. 

Norwalk, Evening H Hour. Daily average year 
ending June 1, 1904, 8,188 (sk). 

Norwich. Bulletin, pr en ge 1903, 
4,988; first six months 1904, &,178. 

Seymour, Record, weekly. W. C. Sharpe, Pub. 

Actual average 1903, ty 169 

Waterbury, Repubiican, Daily average 1903, 
4.846. La Coste & Maxwell. Spec. Agts, N. Y. 

DELAWARE. 


| Wilmington, Every Evening. Average guar- 
| enteed circulation for 1903, 10,784, 











Wilmington, Morning News. Only morning 
| paper in State. Aver. cir. 10,006 for 3 months. 


DISTRICT OF COLUMBIA. 
| Washington, Ev. Star, daily. Ev. Star News- 
| paper Co. Average for 118, 84,088 (© ©). 
National Tribune, weekly. avereme for 1902 
104,599. First six mos. 1903, 112.2 
Smith & Thompson, Rep. Se 2 " ontoago. 


FLORIDA. 


Jacksonville. Metropolis, d’y Av. 94 $ po, 
| 1st 6 mos, ’04, 8,881. E. Katz, Sp. Ag., N 


| ’ GEORGIA. 


Atlanta, Journal, dy. Av. 1903,88,928. Sept. 
1904, 44,808. Semi- weekly 45,867. 


Atlanta, News. Actual daily average, 1903, 
20.104, Average April, 194, 26,547. 


IDAHO. 
Bolse, Capital News, d’y and wy. Capital News 
btg co .» pub. Arer. 1903, daily 2,761, weekly 
8,475. First 6 mos, 1904, dy. 8,016, wy. 8.868. 


ILLINOIS. 


Catro, Bulletin. Daiiy and Sunday average 
1904 to Nov. 30,1,916; month of Nov. 30, 2,110. 


Cairo, Citizen. Daily average 1903, 818; week- 
ly, 1,110. First eight months 1904, daily, 1,205; 
weekly, 1,125. August, 1904, daily 1,281. 


Champaign. News. First four months 1904, 
no day’s issue of less than 2,600. 


Chieago, Bakers’ Helper, monthly ($2.00), H. 
R. Ulissold. Arerage for 1903,4,175 (OO). 
Chieago, Alkaloidal Clinic, aor ag + Dr W. 
C. Abbott, pub.; 8. DeWitt Clough. adv. mgt. 
Guaranteed circulation 80,000 copies, reaching 
peer one-fourth of the American medical pro- 
sion, 





| 





| 
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Chicago. Breeders’ Gazette, stask farm,week- 
i, os peaess Pub. Co. Actual a ‘or 190% 
7,880, 39 weeks ending Sept., %, 190k, 8,157. 


ohten o, Dental Digest, mo. DP. H. Crouse, 


pub. Actual average for 1903, 7,000. 
Chicago, Farmers’ Voice. Actual weekly arer 
age year ending September, 1904, 22,802 (%). 
Ohieago, Grain Dealers Journal, s.mo. Grain 
Dealers Company. Av. for 1903, 4,854 ( 
Chicago. Gregg Writer, monthly. prvi 
and Typewriting. Actual arerage 1903, 11,666. 
Chicage, Journal Amer. Med. A Wy. av. 
1903, 28,615, July, Aug., Sept., = rt, 82,381. 
Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 
Chieago, National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos, 1908, 6,250. 
Chie Record-Herald. Arerage for 1903, 
daily (24,218. Sunday 191,817. 


Chieago, Retailers’ Journal, monthly. De 
voted to the grocery interest. {Guaranteed eir- 
culation 11, 500. 36 La Salle St., Chicag: 


Clayton, Enterprise, weekly. No sede: since 
1895 less than 1,008 copies. 

Kewanee, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. Daily ‘st 6 mos, ’04,8,296. 

La Salle, Ray-Promien, Polish, weekly. 
Average 1903, 1,805. 

Peorta, Star, eveni and bey pa: 
Actual sworn average for 1903, 22,19 

Roekford. Republic, daily. Actual average 
for 1903,6,540. La Coste & Maxwell, N.Y. 

















INDIANA. 
Evaneville. Courier, fay and 8. Courier Co., 
ub. Act. av. "02, 11,213 (44). Sworn ar.’03, 12- 


Bis. Smith & Thompson, Sp. Rep.,N.Y.& Chicago. 
Evanaville. Journal-News. Ar. 1903, d’y 18.- 

852, sst. 6 mos. '04,14.160. E. Katz, 8. A., N.Y. 
Goshen. pee Club, monthly. Average for 

1903, 26.87%. A persistent ium, as 

wives keep every issue for ue for daily reference. 


om. net sales in 1903, 





Indianapolis. News. dy. At dy. 
69,885, August, 1904, 94, TB.B: 
Indianapolis, Star. Av et euteo for Nov. (all 
returns and unsold copies deducted), 85,614 (:). 


Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. end, June 30,04, 5,41. 
Munele, Star. Average net sales for Nov. (all 


returns and unsold copies deducted) 27,497. 


Notre Dame. The Ave Maria, Cottctie ely 
magazine. Actual average for 1903, 24,¢ 


Riehmond, Sun-Telegram. Sworn av. 
8,811. For Feb., 1904, 3.944. 
it Rend, Tribune. Sworn daily average 
5,718. Sworn average for Oct., 6,780. 


"eas Haute. Star. Ar. net salés for Nor. (all 
returusand unsold copies deducted), 20,405 (sk). 


INDIAN TERRITORY. 


Ardmore, “7 ye daily and weekly. 
Average for 1903, dy., 1,951; wy., 8,872. 


IOWA. 
Davenport. Times. Daily arer. 1903, 8,055, 
8.wy. 1,660. Daily aver. Nov., 1904, 9.715. Cir. 
guar. more than double uble of ar any Dat renport daily. 


Decorah, Decorah-Posten ( (Norwegian). Si 
av. cir'n, 1903,89,681. March, 1904, 40,856. 


Des Moines. Sen gomen daily. Lafayette Young 
publisher. Actual aver for 1903, 81,898. 
Average for first six months 1904, 85,808. 

City circulation the largest of. any Des Moines 
—a pom org guaranteed. pale evening 

, thn rrying adrertising of the depart- 
stores. Carries largest amount of local, 
dex ertising. 


Dea Moines, News. daily. Actual oan fer 
1903, 45.876. B.D. . Butler, 1 N. Y. and Ch 

Den Moines, Wallace's lace's Farmer, wy. Est. 1879. 
Actual arerage for 193, $8.76 

Mueeatine. Journal. Say av. 1903 4.849, 
semi-weekly 2,708, first four months 5,167. 


1903, dy. 
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Ottumwa, Courier. Daily average for March 
and April. 1904, &,021. Tri-weekly average for 
March and April, 1904, 7.704, 


Stoux ow . Journal. Dy. rat ar. for 1903 (sworn) 
19,492, daily y av. for e nine months of —_. 


21, . Records alwa: . More readers 
its field than of all other ‘daily. papers combined. 


KANSAS. 


Wutchineon. News. Daily 1903, 2. 768, weekly 
2, Z 12. E. Katz, Agent, New Yor 


ka, Western School bsnl educational 
ly. Average for 1903, 8,125. 


KENTUCKY. 


NMarrodaburg, Democrat. Best weekly in best 
section Ky. Av. 1903, 8,582; growing fast. 

Lexington. Leader. Av.’03, 3.828. Sy.4.092, 
ist qtr r 04, dy. 8.928, Sy. 5,448. E. BS agt. 

Loulaville. Evening Post, dy. Evening Post 
Co., pubs. Actual arevage for 1903,26,964. 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Yearend. June 30,'04, net paid cir. 2,927. 


Padueah, Sun. October, 1904, 
Average 2,900. 


LOUISIANA. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03, 4,780. 


MAINE. 


Augusta, Comfort, et W. H. Gannett, pub. 
Actual average for 1903, 1,269,995. 

Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006, 


Dover, gym Observer. 
average 1903, 1,904. 


Lewiston. Evening Journal, daily. 
1903, 6,814 (© ©), weekly 15.482 (© ©). 


Phy ~~ 7 Woods and Woodsman,weekly. 
J. W. Brackett Co. Arerage for 1903, 8,041. 


Portiand. Evening Express. Arerage for 1903, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 


Baltimore, monty ig Ey, mantes Hew sell Pub- 
lishing Co. Average 1903, 44,5 y 
1904, 8,154. 


MASSACHUSETTS. 


Boaton, Evening Transcript(Q@©)(412). Boston’s 
tea table paper. Largest amou amount of week-day adv. 


Boaton. Globe. Average iverage for 1903, daily, 195,+ 
554, Sunday, 297.824. 

Advertisements go in morning and afternoon 
editions for one price, 


Py Post, dy. ~ Average for 1903, 178,808. 
Ar. for, Nov,, 1904, dy. 228,968, Sy. 180,648. 
Largest daily ciroulation in New En gland. , See- 
ond largest Sunday cir in New Ei gland. 
Roston. Traveler. Est. 1824. Actua! daily av. 
1902, 78,852. In 1903, 76.666. ~~ the first six 

we of, 1904. Coy oeraes, 88.810. 
‘Smith & hompson, N.Y. and Chicago. 


East Northfield. Record of Christian Wort, 

mo. me Aver. for year end’gq Dec. 31,1903, 20. 250. 

‘se it if you want a strictly home circulation— 
that sticks. Puge rate $22.40 flat, pro rata. 


Gloueester, Cape Ann News. Actual daily 
arerage year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1904, 6. 904, 6.241; ;June, 1904, 6,525. 


North Adama, Transcrivt, even. Daily net av. 
1903, 5,267. Daily av. wv. printed Oct., 1904, %, 105. 


Springfield. an oustacsing. 3 mo. ver- 
age 1904,171.01 nda issue in 1905 less = 
200, ask U advertisements guaranteed. 
W oreenter. evening Paws Agr) ony. Worcester 

Post Co. Arerage Sor 1903. 11 1,71 
PL (Opinion ¥ inion ‘Publi ue, daily (OO). 
y French pe: per in 


rera Jan., 5.180. 
nit States on Roll of He a ® 


mx 


Actual weekly 


Aver. for 
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MICHIGAN. 


ott Telegram, dy. 1). W.Grandon, Ar. for 
903,8,912. Aver, ist. 4 mos. of 1904, capita 


"sine t, Michigan Daily Journal. Aver. year 
June y "10k, 6,067 (:f). 7 40. Sor June, 6. B86 a. 


Grand Raptds«, Evening Press, dy. Average 
1903, 37,499. 44,290 aver. daily’ to Sept. 1, 1904. 


Grand Rapids, Furniture Record (Q@). Only 
national paper in its 


Jackson, Press aa caitiot. Actual daily 


average for 1903,5,649. Av. Nov., 1904, 6,860, 


Kalamazoo. Gazette, daily, six mos. to Sept. 
ist, 10,144. pany yp 4.600 more subscribers 
any other dail y paper senenet in city. 
Three months to September is r ist, He. 289 
Kalamazoo, Evening ening Telegraph. First six 
mos. 1904, dy. 9,881, June, 9 9,520, 8.-w. 9,281. 
Saginaw. Courier-Herald, daily, Sunday. 
Average 1903, 8,288; November, 1904, 11,508. 


Saginaw. Evening News, daily. Arerage for 
1903,11,815. November, 1904, daily 15,060. 


MINNESOTA. 


weimmonnelis, farmers’ Tribune, twice a- am. 
. J. Murphy, pub. Aver. for 1903, 68,68 


Minneapolis, Farm, Stock and Home, yam 
monthly. Aceuntanerage 1903, 78,854. First six 
months 1904, 79,500. 


Minneapolis, Journal, daily. Journal Print- 
ing Co. Arerage for 1903, B%,089. First 14 
months 1904, 64,1883; Nor ember, 66,808. 








Mi poll enska Amerik Posten. 
Swan J. Turnblad, pub. /903,49,057. 

Migzoapelte, The Housekeeper; household 
monthly. Actual average 1903, 268, 250. 


Minneapolis Tribune. W. J. Murpby, pub. 
Est. 1867. Oldest Minneapolis daily, 190%, 
on average, 72,882; last ar urter of 1903, 

T7Z.129%: Sunday, 62. Sunday 
cure e Jor es first eleven mouths _ 1904 was 

69,0 008: The daily average for the tirst 

eleven months of year was 87.498. Duily 
arerage for November. 4. 

Only Minneapolis daily sted 

in Rowell’s American Newspape 
Directory that_ regularily a: 
Atala lishes its circulation over a con- 
AN siderable period down to date in 
TEED ROLL OF Honok, and publishes a 
a statement in its own col- 
mns. he Tribune is the ree- 
ognized Want. Ad  -%. of Minneapolis 


St. Paul, Der Wanderer, with ag’l sup.. Der 
Farmer im Westen, wy. Av. Sor 1903, 10,500. 


St. Paul, Dispatch, dy. ‘Aver. 1903, 58.044, 
Present average 7,624. ST. PAUL'S LEAD. 
ING NEWSPAPER. W’y aver. 1903, 78,026. 

&t. Paul, Globe, daily. Globe Co., publishers. 
Actual average for 13, 31.541. 


St. Paul. News, daily. Actual average for 
1903,85,816. B.D. Butler,N. Y. and Chicago. 


St. Paul. Pioneer-Press. 
1903 84,298, Sunday 80.98 


&t. Paul, The Farmer. *.-110. Rate, 35c. per 
line, with discounts. Circulation for year ending 
June, 1904, 81,500. Present average, 85,000. 


St. Paul, Volkszeitung. Actual arerage 1903, 
dy. 11,116, wy. 28.414, Sonntagsblatt 28,408. 


Winona, Republican and Herald, daily. Aver- 
age year ending June, 1904, 4,126. 
MISSOURI. 


Joplin, Globe, daily. Average 1903, 10.510, 
Oct., 1904,12,507. E. Katz, Special Agent, BF. 

Kaneas City, Journal, d'y ard w’y. Average 
Sor 1903, daily 60,268, weekly 188,725. 

Kanease City, World, pally. Actual average 
Sor 1903, 61,232. B. D. Butler, N, Y. & Chicago. 

PR ann, ay Sunny South, monthly. Actual 

Sor 1903, 2,888. 

St. Joseph, News and Press. Daily aver. for 

1903, 80,418. Last 3 mos, 1903, 85,065. 








ng Patty average for 
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St. Louis. Medical Brief.mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 1903, 37,950. 


St. Louis, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). i astern office, 59 Maiden Lane. 


St. Loula, Star. Actual daily average for 
1903, 64,878. 


St. Louis, National Farmer and Stock Grower; 
monthly. Average for 1902, 68.588: average for 
1903, 106,625; average for 1904, 104,750 (%). 


Sit. Louis. The Woman's M ne, monthly. 
Women and home. Lewis Pub. en aver- 
age for 1903, 1,845.511. A etuat proven aver- 
age for t 12 months 1,611,988. Erery issue 
guiranteed to exceed 1.500.000 copies—full 
count. Largest circulation of any publication 
in the world, 


MONTANA. 


Tiutte. American Labor Union Journal, week- 
ly. Averuge 1903, 20,549 general circulation. 


Kutte. Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 10,617. Sworn net circu- 
lution from Jan, 4 to June 30, 1904, over 14,000. 


NEBRASKA. 
Lineoln, Daily Star. Actual ana Sor 1903, 
11 165, September, 1904, *, 1904, 1.79. 


Lincoln, Deutsch-Amerikan Soon. weekly. 
Average year ending June, <9 June, ‘904, 149,808. 


Lincoln, Freie Press, weekly. ee average 
for piers ending June, 1904, 182,083 


maha, Den Danske Pioneer, wy. SophusF, 
Noble Pub. Co. Average for 1903, 29,084. 


Omaha, News, daily. Actual average for 1903, 


41,824. B.D. Butler, New York and Chicago. 
NEW HAMPSHIRE. 
Nashua, Telegraph, dy. and wy. Daily aver. 


10 m08. 04, 2,87 03 October, 04, 8,169 
NEW JERSEY. 


Camden. Daily Courier. Est. 1876. Net aver. 
circulation for 8 mos. end, Aug., 31, 1904, 8,229. 

Camden, Post-Telegram. Actual daily aver- 
age, 1903, &, 798 sworn. Jan.,1904,5, 839. 

Clayton, Reporter, weekly. A. - Jenkins, 
Pub. Actual average for 1903, Ye, 019 

Hoboken, Observer, daily. Actual average 
1902, 18,097 ; Sept. 1903, 22,75 

Jeraey City. ee Average for 
1903,19,012. First six months 1904. 21,024. 

Newark.Evening News. Evening News Pub. 
Co, Av. Sor 1903, daily 58.896, Suiday, 16,291, 

Newmarket, Advertisers’ Guide, ~~ eae 

Day, publisher. Average for 1903, 5,1 


Washington, Star. wy. Sworn av. ’03, 2 759. 
Sworn aver. for year ending Sept. 7, 04, 8.904. 


NEW YORK. 


Albany,Journal, evening, c/s Co. 
average jor September, 21,65 
Aibany. Times-Union, every saa Establ. 
1856. Average for first three months 1904, 29,626, 
Batavia. [/News, evening. Average 1903, 
6.487. Six months 1904, 6,810, 
Binghamton, Evening Herald, daily. Herald 
Co. Average for first three m: three months 194,183,210, 
Buffalo. Courier, ? morn.; morn.; Enquirer, even. ° 
J. Conners. Arer. for 1903, morning 50,882, 
evening 88,082; Sunday average 63,586. 
Buffalo. Evening News. Daily arerag 1903, 
79,408. First 3 months 1904, 85.949. 
Catekill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av.,8,408. Av. August, 1904, 8,659. 
Cortland, Democrat, Fridays. Fst. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 
Lyons, Republican, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2,821, 
nt Vernon, Daily Argus. Average 193, 
Westchester County’s leading paper. 
.» News, daily. Av. for 1903, 4.487, 
nall other Newb'gh papers eombined 


Daily 








Mou 
2, 959. 


Newbur; 
1,000 more ti 
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New York City. 
American Machinist, wy., machine construc. 
(Also European edition.) Average 1903, 29,475. 


Army & pd Journal Est.1863. Weelkiy aver. 
for 1903, 9.026(Q@). Present circulation (May 2D 
9,415. W.C. < '. P. Church, Pubs. 


Baker’s Review monthly. w. ik. Gregory Co., 
publishers. actual a 905, 4,450. 
Average for last three month monthe i908, 4.700. 


Be r’s magazine, fami family monthly. Ben- 
ziger Brothers, Average erage for 1904, 50,000 copies. 


Clipper, weekly (Theatrical). Frank Gueen, 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


Fl Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review, weekly. Electrical Review 
Pub, Co. Average for 1903, 6,885 (© 9). 


Forward, daily Forward Association. Aver- 
age for 1903, 48,241. 


Four-Track News, monthly. Actual av. 
Sor six months ing November, 1904, 100, 
December edition guaranteed 110,000. 


Haberdasher, mo., est. 1881. Actual average for 
1903, 7.166. Binders’ vit and Post 
receipts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, monthly. 
In 1993 no issue less than 12.000 (@@). 
D. T. MALLETT, Pub., 253 Broadway. 


Leslie’s Weekly. Actual aver. year end. A 
1904, 69, 07T (3). Pres. av. over 75.000 week Vy. 


Leslie’s Monthly Magazine, New York. Arerage 
circulation for the past 12 mouths, 248,946 (sf). 
Preset average circuiation 800, 163. 


Music Trade Review, music trade and art week- 
ly. Average for 1903, 5.588. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, ete. 1903 av. cir. 6,402. 


New Thought, monthly. 7 F. 22d St.. New York. 
Sydney Fiower. publisher. Number ot copies and 
adver" rage rates given each month on first 
reading ter. Sample copy free for the asking. 
Worth commeetion. New THOUGHT has made 
money for all its advertisers. Discount to 
agencies, 25 per o— ae published rates. Aver- 
age for 1903, 104,97 


Pocket List of Railroad Officials, qly. Railr’d 
& Transp. Av. 1903, 17.992; April, /904,19,728. 


The People’s Home Journal, 525.166 monthly, 
Good Literature, 452.888 monthly, average cir- 
‘or 194—all to n-advance sub- 

. M. Lupton, Publisher. 


aes 








scribers. 

Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,< 
918. Actual gain over 
1903, 3,917. 


The ladies’ World mo., Household. Average 
net paid circulation 1903, 480,155. 

The Wall Street Journal. Dow. Jones & Co. 
publishers. Daily average 1903, 11,987. 

The World. Actual aver. al aver. for 1903, Morn., i878. 
607, cine 857.102, Sunday, 888,65 

Rochester. Case and Comment, mo. a Av. 
Sor 1903, 30.000 ; 4years’ average, $0,186. 
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Seheneetady, Gazette, daily. A. N. Liecty. 
Ave for 1902, 9,097. “actual average for 
1903, 11,628. 


Syracure, Evening Ileraid leraid, daily. Herald Co. 
pub. Aver, 1903, dai y 88,107, Sunday 88. 496. 


Utiea. National Electrical Contractor, mo. 
Average for 1903, 2,708. 


Utiea, Press, daily. ane A. Meyer, publisher. 
Average Jor 1903, 14.004 


Warsaw, Western New-Yorker. Smallest sons 
Jide issue since Oct, 1, 1904, was &, 000 copies. 


NORTH CAROLINA. 


eDbartette, Obecrver. North Carolina’s fore- 
Actual daily aver. 1903, 5,582; 

peng PTO; semt-weekly, 800. First three 
months 1904, 6,678 


Elizabeth City, Tar Heel, weekly. Actua 
average 1903, 8,500. Covers Covers ten counties. 


Ralel Biblical Recorder, weekly. Average 
1903, 8, . First five mouths 1904, 10,166. 


NORTH DAKOTA. 

Grand Forks, Herald, dy. av. for April, 1904, 
5.862. Will guar. 6,000 Sor year, N. Dakota’s 
BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 

Grand F orks, Normanden, weekly. Av. for 
1903, 5,451. Guar. 6,700 after Nov. i » 1904, 


OHIO. 

Akron, Beacon Journal. Average 1903, 6.908. 
N. Y., 523 Temple Court. Av. Nov., ~ Se = 

c pod Pisin Dealer. Est. ae 
daily a 66,44 5; Swiday, eo" too. 
Novw., 1904, “bs | daily: Suuday, 70,679. 

canna Daily ‘News. Act. aver. year end, 
June 30, 04, 4,280(). First 6 mos. 04, 4,882(). 

Springfield, Press Republic. Aver. 1903.9, 288. 
April, 04, 10,155. N.Y. office, 523 Temple Court. 

Washington Court suouse, on ette Co. 
Record, weer Actual a ctual average 4 tS. 

y n, Vi tor. Dy ons, tas 009. 
LaCoste Se Maceasell, N. N.Y., F Eastern Reps 


Penney Signal, dail; daily, y, reaches 8. E. Ohio. 
uarantees 5,000. Average six mos. 1904, & 814. 


Zonenr@ie, ‘imes-Recorder. Sworn av. Oct., 
1904. 9,571 (2). Guaranteed double nearest com- 
petitor and fo exceed combined competitors. 


OKLAHOMA. 

Guthrie, Oklahoma Farmer, weekly. Actual 

average 1903, 28,020. 

i on Oklahoma wo Capital, dy. and w. 
Aver. for 1903, daily 2 O62, weekly Bo O14. 
Year ending July 1, '03, a. 19,868; wy. 28.119. 

Oklahoma City, The Oklahoman. /903 aver., 
5,816; Nov.,’04, 9,828. E. Katz, Agent, N.Y. 


oe. 

Portland, cera x. Sun.). 
Sworn circ’n six mon mtheending py ai. 148. 

Portland. Oregon Daily n Daily Journal. Actual aver- 
age for first eleven months 1904,15,061, Actual 

average November, 16,816. 

PENNSYLVANIA. 

Chester, Times, ev’g d’y. Average 1903, 8,187. 
N. Y. office, 220 B’way. F R. Northrup, Mgr. 
Erle, People. weekly. Aug. Klenke, Mgr. 
Average 1903, 8,088. 


Erie. Times, daily. Average for 1903, 11! 4 
November, 1904,14,786. E. Katz, Sp. Ag.. N. ¥. 
Horrtchars, Telegraph. Dy. sworn av. Oct.’04, 
1,508. Largest circn. in iron. in Harrisburg nang 
Philadelphia, American Medicine. w Av. 
for 1902, 19.827. Av. March, 1903,16,.827. 
Philadelphia, veneragee Daily Gazette. 
circulation first six mos. 1904, daily 15.942, 1 a 
day 87,268. Sworn statement. Cir. books open. 
an ent hia, Press. Dail average year end- 
October 31, 1904, 118,149 ) et copies sold. 


pant tere Ap School Times, penny 4 
pversae for 1908, Send for 
The Religious Pr ess Aasoeiation, Philadeipnia. 
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The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
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month of November, 1904 








Total for 26 days, 4, mi, 379 copies. 
NKT AVERAGE FOR NOVEMBER, 


191,168 Copies per day 


i Betmay, Publisher. 
PHILADELP! » Sa 6th 
The BULLATDN 8 pn. tng figures are net, all 
damaged, returned and unsold copies havin £ 
been omitted. 


Philadelphia, Farm pouree, ‘ieee Wil- 
mer Atkinson aa azapeny. pe blishers verage 
ior 1903, 544.676. inters’ Ink awarded 
the seventh Sugar Bowl to Farm Journal with this 


inscription 
= awarded June 25th, 1902, by 
* Printers’ Ink, * he Little 


Schoolmaster’ in the Art of 
bh we ortiotua to the Farm 


= ‘ Journal. After acanvassiug 

Camaall — extending over ¢ 
of half a year, tha among @ 

«those rf Lee yd Ay, the Unit Mates, has has been 

« pronounced | the Ser that vag wy F its purpose 
‘as an ed he agricultu- 





‘ral population, and asan effective aon pl veg 
medium for communicating with t 
* through its advertising columns.” 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


November Circulation 


The following statement shows the actual cir> 
culation of THE KVENING TELEGRAPH for each 
day in the month of November, 1904: 





ORI Mm CeI 


10... 








NET AVERAGE FOR NOVEMBER 


144,450 copies per day) 





BARCLAY H. WARBURTON, President. 
Philadelphia, Dec. 5, 1904, 
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Philadelphia, The Grocerf World. Actual 
average year ending August, 1904, 11,741. 


fittehore. labee World, wy. Av. 1903, 18, 
088. best paid class class of workmen in U.R. 


Pottsville. Evening Chronicle, Official county 
organ. Daily average 193, 6,648, 


Weat Chester, Locai News. daily. 
Hodgson. Average for 1903 15,168, 


Williamsport, Grit. America’s Greatest 
by Net paid average 1903, 181,868, Smith 
& Thompson, keps., New York and Chicago. 


York. Dispatch, oe... eres Publishing 


Co. Average for 1903, 8,10: 


RHODE ISLAND. 


Providence, Daily Journal, 16,485 (@©). 
Sunday, 19.892 (© ©). Evening Bulletin 86,886 
average (93. Providence Journal Co., pubs 


Weaterly, Sun. Geo. H. Utter, pub. Average 
1903,4,888. Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 


Oharleaston, sym ny 4 Post. Actual dy. aver. 
for third 3 months 1904, 8.974. 

Columbia, State, daily. State ae! ublishers. 
Actual aver. for 1908, say 6.568 % 
weekly. 2,015 ; Sunda YU, 7,705 
Sor September, 1904, daily 8,649, Sunday 9,902. 


TENNESSEE, 


Chattanooga, Crabtree’s Weekly Press. Aver- 
age September and October, 41,6 86 (). 


Lewiaburg, Tribune, semi- mount Ww." M. 
Carter. Actual average /93, 1,201. 


Memphis, Commercial A 1, daily, Sunda: 
week] Average 1903, daly 2s, 930, ‘Gunde; 
88.080, weekly 72, 821 (964), ist 6 months. IWh, 
daily 88,447, Sunday 45898, weekly 88,109. 

Memphis, Morning News. Actual daily «arer- 
age for 1903, 17,894. For six months ending 
June, 1904, 21,589. 

sregarniie: Banner, daily. Aver. for year 1903, 

TI2. Six months 194, 20.851. y Nas ash’ 

bilie daily eligible to Roll of Honor, 


TEXAS. 
Denton. Denton Co. Record and Chronicle 
w’y. W.C. Edwards. Areraye for 1903, 2,689. 


El Paso, Herald. Dy. av. 1903, 8,265; April 
1904, 4,284. ee ts’ canvass showed Herald 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligi le to Roll of Honor. 


Paris, Advocate, a. W.N. Furey, pub. Act- 
wal average, 1903, 
VERMONT. 
Barre, Times, daily. F. FE. Langley. Aver. 1903, 
~%10. Five months in 194, 8,062. 


Burlington, Free Press. Daily av. ’03, weer 
81-2 mos. to Sept. 15, 6.854. At present 6.900, Ex- 


W. 8. 





amined by Association of American Advertisers, 


Burlington, News. Jos. Auld. Actual daily 
average (903, 5,046, sworn uv. Aug.. 1904, 6,161. 


VIRGINIA. 
Norfelk, Dispatch, daily. Sworn average for 
1902, 5,098; for 1903, 7,482; November, 1904, 
10,994, 


Richmond, News 8 Leader, every evening ex- 
. t Sunday. Daily average February 1, 1903, to 
ary 1,1904, 2%,414. The largest circula- 
tion between Wowbiaptes and Atlanta. 
Richmond, Times-Dispatch, ae Actual 
dail six months ending a 1904, 
19,618. High price circulation with no waste 
or Guptication. af ninety per cent of Richmond 
. The State paper. 


WASHINGTON. 
Aa my Times. Actual arer. circulation fst 
ths 1904, daily 36,348. Sunday 48,679. 
By far largest daily and Sunday in State. 
Taeoma. Ledger. Dy. av. 1903, 12.7173 ov. 
15.6153 wiy., 3. ete. Average 6 - 1904 
14.872; Sy., 15,294: ey» 9 9.201, 6 ek 
with, rep., Tribune Bldg. 
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WEST VIRGINIA. 


Parkersburg. Sentinel, daily. R.E. Hornor, 
pub. Average for 1903, 2.301 (1054). 

Wheeling. News. Daily paid circwn 9,707. 
Sunday paid circw’n 10,829. For 42 months up 
to April 1, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 

La Crosse, Chronicle. Daily average year end- 
June, 1904, 5,885 (2). Aver. June, 1904, 6,671. 
Leader-Press evening. Actual 
Average June, 194, 6,108. 





La Crosse. 
average 1903, 5,590. 


Milwaukee. Evening Wisconsin, d’y. :vg.Wis- 
consin Co. Average for 1903, 21. ost; December 
1903, 2,090; Now 1", 1904, 27,997 (O©). 

Milwaukee, Germania Abendpost. dy. Av. for 
year end’g Feb.,'v4, 28,876; av. Feb.,’v4, 24,803. 

Milwaukee, Journal, daily. Journal Co., pub. 
Av. end, Novw., 1904, 86, é88. Nov., 1904, 36,984, 

Oshkosh, Northwestern. . daily. fomeo for 
1903, 6,438. First six months 1: Wh, % 22S 

Raeine. Journal, dai'y. Journal seseeine Co, 
Average for 1903, 8:7 TO2, 

Racine. Wisconsin Agriculturist, weekly. Es- 
tablished 1877. Aver. for /90', 838,181. First 10 
months 1904, 86,754. <n $2.80 per inch. 


WwrYyo 5 

Cheyenne, Tribune. ming. average for 
103, 2,70 

Rock Springs, Independent. Weekly average 
Jor 193, 1,055. First eight months 1904. 1,582. 

BRITISH COLUMBIA. 

Vancouver. Province, daily. W.C. Nichol, 
publisher. Arerage for /903,5,888; 
November, 1904, 8,188. 
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Victoria. Colonist, daily. Colonist P. & P. Co. 
Average Sor 1903, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 

Winnipeg, Der Nordwesten, Western Canada’s 
German newspaper, covers the entire German 
speaking population—its exclusive field. _Aver- 
age for 12 months ending June 30, 1904, 10,798. 

Winnipeg, Free Press, daily and weekly. Ar. 
erage for 123, daily, 18,824; weekly, 18,902. 
Daily, November, 1904, 28,267. 

NEW BRUNSWICK, CAN. 

St. John. Star. Actual daily average for 
September, 1904, 6,806. 

NOVA SCOTIA, CAN. 

Malifax, Herald (@@) and Evening Mail. 

Sworu circulation exceeds 16,000. Flat rate. 
ONTARIO, CAN. 

Toronto. Canadian Implement and Vehicle 
Trade, monthly Arerage for 1908, 5,875. 

Toronto. Star, daily. A Average year oatieg 
November, 30, 31,984: for November, 84,595 


Toronto. The News. Targest circulation of 
any afternoon paper published in Ontario. Arer. 
ist nine mos. ’04,32,18%, Av. for Nov. $7,697, 


QUEBEC, CAN. 

Montreal. Herald, éatty. Est. 1808. 
average for 190: 22.515 

Montreal. La Presse. Treffle Berthiaume. pub- 
lisher. Actual arerage 1903, daily 72,894. 
Average April, 1904, 80.116. 

Montreal, Star.dv.&wy. Graham &Co. Av. 
foro, dy. 55.127, wy. 122,269 (1145). Six mos 


Actual 





‘ned. May 3/, us, dy. av. 55,147, wy. 122,157. 





C ©) GOLD MARK PAPERS(@©) 








(@©) Advertisers value these — % 
the mere number of copies print 
the sign ©.— Webster’s Dictionary. 


pers more for the class and — of their circulation than for 
Among the old chemists go. 


d was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory. one hundred and nine are aistin 
marks (© ©), the meaning of which is explain 


ished from all the others by the so-called gold 


ove. 


Announcements urder this classification, from publications having the gold marks in the 


Directory, cost 20 cents per line 
$20.80 tor a full year, 10 per cent 


ner week, two lines (the smallest advertisement accepted) cost 
iscount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D. C. 
THE EVENINGSTAR (@O), Washington, D.C. 
Reaches 9% of the Washington homes. 


GEORGIA. 

THE atadatctd NEWS (©©), Savannah, Ga. 
A good newspa) n every sense; with a well-to- 
do ciientele, w th: many wants and ample means. 
Only morning daily within one hundred miles. 


ILLINOIS. 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark, because TRIBUNE ads bring 


satisfactory results. 


BAKERS’ HELPER, (© ©). 8 (@ O) ©). Seteage, ay, “Gold 
Mark” baking journa —— best 
known. Subscribers in every bers ‘and Ter ritory. 

KENTUCKY. 

THE COVRIER-JOURNAL (© ©), Louisville, 
daily, Sunday and weekly. Not only has 
classand quality of circulation, but also quantity. 

While an old and conservative newspaper it has 
never lacked progressiveness. It was the first 
pec outside of New York city to introduce the 

lergentbaler linotype machine. It is carried 
every day of the week on a special train of its 
own to the heart of the wealthy “ Blue-grass 
region,” and has alarger c’ — in that 
territory than any other 





MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (@60), esta 
lished 1830. The only gold inark daily in ae 
BOSTON PILOT ©). every Saturday. Roman 
Catholic. Jas. Jeffrey Roche, editor. 


MINNESOTA. 


Te NORTHWESTERN MILLER 


©O) Minnea per year. Covers 
CRs and 3%... - ail over the a The 
only “Gold Mark” milling journal ( 





NEW YORK. 
THE POST EXPRESS (©©). Rochester, N. Y. 
Best advertising medium in t his section. 
ENGINEERING NEWS(@0) ).—The highest tech- 


nical authority in journalism.—Brooklyn Eagle. 


HARDWARE DEALERS’ ny 
In 1903 no issue less than 17,000 ( 
D. ‘Tt. MALLETT, Pub., 253 entene, 2 .¥. 


THE NEW YORK TIMES (@6©),“Alithe news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns. 


ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; largest weekly circulation. 
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BUFFALO COMMERCIAL (© Desirable 
because it always produces s satis: Bey results, 


CENTURY MAGAZINE (© ¢ (© ©). There area few 

oo in “aes A community who know more 

han all the others. ‘These people read the 
CENTURY MAGAZINE. 


NEW tA. 8 BS ul Ae ©). daily and Sun- 
. Establish A conservative, clean 

up-to-date i. whose readers repre- 
sent inteliect and purchasing power toa high- 
grade advertiser. 


Onio. 

CINCINNATI pe ag (9. Great—influ- 
ential—of world-wide fame t advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beck by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 

THE PUBLIC LEDGER (©0), the ONLY news- 

per admitted into thousands of *vhiladelphia 
omes. ‘Philadelphia’s landmarks: Independ- 
ence Hall and Public Ledger.” Circulation grow- 
ing faster than for 50 years; leader in Financial, 
Educational, Book, Real Estate, Auction, and all 
other classified advertising that counts. 


THE PITTSBURG et rng | ( ), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 
THE STATE (60), Contin, 8. C., reaches 
every part of South Carolina, 


vil RGINIA. 

NORFOLK LANDMARK (© ©) the yecognined 
medium in its territory for investors. olds 
certificate from the Association of cana Ad- 
vertisers of hares fide circulation. 
terested, ask to see voluntary letters from ad- 
vertisers who have gotten splendid results from 
LANDMARK. 





WISCONSIN. 
THE MILWAUKEF EVENING ba uae 
(@©), one of the Golden Dozen Newspape: 


NOVA SCOTIA, CAN. 
THE HALIFAX HERALD (© ©) and the EVEN- 
ING MalL. Circulation exce exceeds 16,000, flat rate. 


THE TORONTO J GLOBE (c0) 


Canada’s National N spaper. States 
representatives. BRIGHT & ERREE. * ror 
and Chicago. Swor. circulation exceeds 50 

Satna 


INTERESTING. 


Mauin ADVERTISING COMPANY, 
200 Monroe Street, 








Cuicaco, Dec. 19, 1904. 
Editor of Printers’ INK: 
The criticism which appeared in 


PRINTERS’ INK for December 14 of the 
full page advertisement of Mr, Walter 
J. Keith, the architect at Minneapolis, 
in itself furnishes an opportunity to 
show the danger of a _copy- writer as- 
suming the functions of a hard-headed 
man of business. 
A short time ago, in talking with Mr. 
Thomas, President of Lord & 
Thomas, probably the largest advertis- 
ing agency in the world, he asked me 
what I thought of John E. Kennedy’s 
writings in Judicious Advertising. I 
told him I thought they were splendid 
in every way, but the danger of their 
exploitation was in giving the impression 
to people new to advertising that copy 
writing was the primary factor in ad- 
vertising success, 
I told Mr. Thomas frankly that if I 
had a hard business problem where 
there was a matter of policy to be de- 
cided, or where there were a_ number 
of opportunities before me, and it was 
difficult for me to determine which one 
to select, I would a good deal rather 
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have his judgment than that of Mr. 
Kennedy. 

I feel the same way regarding J. 
Walter Thompson, C. E. Raymond and 
Chas. H. Fuller, whom I have known 
for years, and yet I cannot remember a 
single instance where, to my_ positive 
knowledge, any one of these four men 
ever wrote a piece of copy. 

Although, I have written copy myself 
for years, and have originated ideas for 
illustrations, I have come to the con- 
clusion that the highest type of adver- 
tising service that 1 can render my cus- 
tomers is,to: first, be able to comprehend 
what is the best thing for them to do 
and assist them in arriving at a clear 
cut decision on that point; and second, 
to secure the best people to put the 
ideas which will carry out this policy 
into the concrete form of illustrations 
and text matter, and properly place them 
in the most suitable advertising me- 
diums. 

Take the story of Mr. Walter J. 
Keith, as I know it, as an example. 
The first time I met him, he had just 
placed a small advertisement, and his 
idea at that time was that he wanted 
to use Comfort to reach people out in 
the country. 

After a long discussion, Mr. Keith 
gave me a two inch advertisement for 
the Ladies’ Home Journal, which at the 
time cost him $140, less five per cent. 
Within a year, this advertisement had 
brought him over $1,200 in business. 

Mr. Keith from the first adopted a 
system of bookkeeping, which enabled 
him not only to know the exact re- 
sults he secured from each _publica- 
tion he used, but furthermore to know 
what came to him in tangible results 
from each advertisement in each pub- 
lication, 

The system was not involved, but 
was really very simple, and if you 
were to run in to him to-day, socially 
at the Minneapolis Club, playing a game 
of billiards, and say something to him 
regarding the pulling powers of certain 
magazines, he would pull from _ his 
pocket a little book and tell you exactly 
the story of his relations with those 
publications. 

Mr. Keith has_ intelligently experi- 
mented with all kinds of advertising 
suggestions. To-day, he is a willing 
listener to any new suggestion, and his 
present policy and _ business methods 
have been hammered out by hard ex- 
re. 

“ene these years of experience of 
eith, by which he has met and 
ane the difficulties that have been 
presented, and during which he has 
carefully tested the recommendations of 
all kinds of experts, as his most val- 
uable asset to-day, although, if you go 
to Minneapolis, you will find him living 
in a beautiful home, with a nicely fur- 
nished stable, a sixty foot yacht on 
the Mississippi River and a fine office 
building on Hennepin Avenue. 

Mr. Keith’s success is of the kind 
that ought to be inspiring to advertisers 
generally, and is an illustration of what 
a man can do who has the courage to 
back his own judgment against those 
who would tie him down to traditions 
and conventional forms of procedure. 

Very truly yours, 
Joun Lee MAuHIN, 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 


CALIFORNIA. 
f lige TIMES prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in |.os Angeles combined. '!t 1s the 
medium for the exchange of commercial intelli- 
gence throughout the whole Southwest 
Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
for year 1903, 36.656 copies. Sunday circulation 
regularly exceeds 51.000 copies. 


COLORADO. 

‘(HE Denver Post. Sunday edition, Dec. 25, 1904, 

contained 2,395 classified ads, a total of 57 3-10 
columns. ‘the Post is the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the Vost is five cents per line 
each insertion, seven words to the line. 

CONNECTICUT. 

N ERIDEN, Conn.. RECORD covers field of 50,000 
4 population; working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAWARE. 
Wy eas people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
can safely follow the home example. 





N Delaware the only daily paper that guar- 

antees circulation is * Every Evening.” It 

carries more classified advertising than all the 
other \Vilmington papers combined. 


DISTRICT OF COLUMBIA. 
‘HE Washington, D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 


gg Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS, 
pec (Tl) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


if be Chicago DAILY News isthe city’s ‘Want 

ad” directory. it published during the year 
1903 10.781 columns of “classified” advertising, 
consisting of 634.626 individual advertisements. 
Of these 205,556 were transmitted to the DaILy 
News office by telephone. No free Want ads are 
published. The DAILy News rigidly excludes all 
obiectionable advertisements. “Nearly every- 
body who reads the —_ language in, around 
or about Chicago r Ss the DalLy NEWS,” says 
the Post Office Review. 


INDIANA. 
HE Marion LEADER is recognized as the best 
result getter for want ads, 


PPERRE HAUTE Star carries more Want ads 
than all other Terre Haute dailies. 


NDIANAPOLIS Star since January first has 
more than doubled the volume of its Classi 


fied advertising. On Sunday, April 10, the Star 
carried more than two full pages of Want Ads. 


T= Indianapolis News during the first six 

months of 1904 printed 66,240 more classified 
advertisements than all other dailies of Indian- 
apolis combined, printing a total ot 137,217 sep- 
arate paid Want ads during that time. 


{yy Oscl® STAR carries more Want ads than 
4¥ any other Indiana morning newspaper, 
with the exception of the Indianapolis STaR. 





IOWA. 


[HE Des Moines Capita guarantees the larg- 

est circulation in the city of es Moines of 
any daily newspaper. It is the want ad medium 
of lowa. Rate, one cent a word. By the month, 
#1 perline. It is published six evenings a week. 
Saturday the big day. 


KENTUCKY. 
f lg Owensboro |/AILY INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 25c. 


MAINE, 


'J.HE EVENING EXPRESS carries more Want ads 
than all other Po: tiand dailies combined. 


MARYLAND. 
Re Baltimore News carries more Want Ads 
than any other Bajtimore daily. It is the 
recognized Want Ad. medium of timore. 
MASSACHUSETTS, 
CENTS for 30 words, 5 days. DarLy ENTER- 


«) pRIsE, Brockton, Mass., carries solid page 
Wantads Circulation exceeds 10,000. 


THe BOSTON EVENING TRANSCRIPT is the at 

resort guide for New Engianders. hey 
expect to find all good places listed in its adver- 
tising columns, 


[RE BOSTON TRAVELER publishes more Want 

advertising than any other exclusively even- 
ing paper in its field,and every advertisement 
is paid for at the established rates. 


rpHE Boston GLosk, daily and Sunday, carries 
4 more “want” ads thanany other paper in New 
England because it brings results to the adver- 
tiser. During the first six months of 1904 the 
Boston GLOBE printed 213,506 paid “wants,” 
which was 81,004 more than appearea in any 
other Boston paper. Every “want” ad was paid 
for at the regular card rate, and there were no 
deals or discounts. 
B MICHIGAN. 

QAGINAW COURIER-HERALD (daily), only Sun- 
iN day paper; result etter; circulation in ex- 
cess of 11,000; 1c. word; }¢c. subsequent. 


MINNESOTA, 
TTB Minneapolis JOURNAL carried over 56 per 
cent more Want ads during 1903 than any 
other Minneapolis daily-nearly 60 per cent 
ore Caring eg — 194. No free 
ants and no objectionable Wants. Ci 
1993, 57,039; now, 66,308. aces 


T= St. PavL Dtspatcn is the leading “Want” 

medium in the Northwest, read and relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Pau 
dailies combined; brings repties at smallest cost, 
Circulation 1903—53,044 ; now 57,624, 
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HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 
been for many yeurs. It is the oldest Minne- 
apolis daily and has over 94,000 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily. its evening edition 
alone has a larger circulation in Minneapolis, by 
many thousands, than any other evening paper. 
it publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
neapolis daily carries avywhere near the num- 
r of id Wanted advertisements or the 
amount in volume. 


MISSOURI. 
fig Joplin GLoBE carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic. 
(PHE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday: 7 to 10 columns 
daily. Kate, 5 cents a nonpariel line. 


NEBRASKA. 
HE Lincoln Dalry Star, the best ‘Want Ad” 
me jium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 daily. Rates, 1 cent 
per word. Sunday Want ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time. DaILv Star. Lincoln, Neb. 
NEW JERSEY. 
esate DAILY JoURNAL covers population 
of 95,000. Largestcirculation. Brings re- 
sults. Only “* Want” medium. Cent a word. 
NEW YORK. 
‘\HE Post-ExPREss is the best afternoon Want 
ad-medium in Rochester. 


LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 

AILY ARGUS, Mount Vernon, N.Y. Great 

est Want ad medium in Westcbester County. 





N Binghamton the LraDER carries largest pat- 
ronage; hence pays best. BECKWITH, N. Y. 


UFFALO NEWS with over 87,000 circulation, 

is the only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


f lige ES, Waterford, N. Y.,8 pages, weekly. Pub- 
lished at the junction of tne proposed Erie 
and Champlain barge canals with the Hudson 
river. Advertising rate, 10 cents per inch. Try 
a keyed ad. 
‘P\HE Trwes-Unt0n, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
arantees a circulation greater than all other 
jaily papers in that city. 


| aggre INk, published weekly. The rec- 

ognized and jeading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 





ONTO. 
- Zanesville the TimES-RECORDER prints twice 
as many Want ads as any other paper. 


[HE Zanesville SIGNAL reaches 64 townsinS. E. 
Ohio, also 68 rural routes; c. a word net. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per word. Largest circulation 


os MANSFIELD News publishes daily move 
Want ads than any other 20,000 population 

newspaper; 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 


OKLATIOMA. 

HE OKLAHOMAN. Okla. City. 9.323. Publishes 

more Wants than any four (/kla.competitors. 
VERMONT. 

[HE Burlington DatLy News is the nopular 

paper and the Want medium of the city. 

Reaches twice as many people as_any other and 

carries more Want ads. Absolutel 


necessary to 
any advertiser in Burlington terri 


ry. 
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PENNSYLVANIA. 
7 ILKES-BARRE (Pa.) Timks. Circulation over 
11,600 daily. Classified rate, 5 cent a line. 
‘I. HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 





ULLETIN Want ads pay because in Philadel- 
phia nearly everybody reads THE BULLETIN. 
Net daily average circulation for November, 
191,168 copies. 
See Roll of Honor column. 


VIRGINIA, 

Ky HE News LEADER, published every afternoon 

except Sunday, Richmond, Va. Largest 
circulation by long odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N° paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior. 
Wisconsin. 
ANESVILLE GAZETTE, daily and weekly, 
reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25¢.; weekly, 5c. line. 
from little talk. 


T HE MILWAUKEE SENTINEL not only leads its 
field in both display and classified, but car 
ried more than one-half of all the classified car- 
ried by the five Milwaukee evening and morning 
papers combined. 
Daily, 7c. per line; Sunday, 10c. per line; lower 
on contracts. SENTINEL COMPANY, Milwaukee, 
8. 


Big results 


CANADA, 


NSHE Halifax HERALD (Q©) and the Mair—Nova 
Scotia’s recognized Want ad mediums, 


A PRESSE, Montreal. Largest daily circula- 

a4 tion in Cansda without exception. (Daily 
85,500, Saturdays 105,000.) Carries more want aas 
than any French newspaper in the world. 


M\HE DaiLy TELEGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada, Want ads ove cent a word. 
Minimum charge 29 cents. 


ffs E Toronto DatLy STAR is necessary to any 

advertiser who wants to cover the Toronto 
tield. Carries more general advertising than 
any other Toronto paper. Sworn daily average 
circulation, November, ’04, 34,595. 


fa Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FamrLy HERALD AND 
WEEKLY STAR carries more V ant advertisements 
than any o\her weekly paper in Canada. 


PARTICULAR feature of the Toronto EvEN- 
ING TELEGRAM’s Classified advertisements 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the pablic perfect 
confidence in them, and next to the large circu- 
lation is perhaps the greatest reason why they 
bring such splendid results to the advertisers, 
T= Winnipeg Free Press carries more 
Want” advertisements than any other 
daily paper inCanada and more advertisements 
of this nature than are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FREE PRESS car- 
ries a larger volume of general advertising 
than any other daily paper in the Dominion. 


_ BRITISH COLUMBIA. 

A ictoria COLONIST covers th 

ince of British Columbia deraneh adine te 

Vancouver). More “WANT” ads appear in the 

pe ag, = A other paper west 
nipeg. One cent a wo issu: 

ple copies free, — “ 
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The Price Is 
Two Dollars. 








IS THE SUBSCRIPTION 





INK” TOO HIGH? 


PRICE OF “PRINTERS’ 











In its issue for September 28, 
1904, Printers’ INK published the 
above question; for it had often 
been assured that five dollars per 
year was too high a price for the 
average subscriber to pay. 

It had also been urged that 
PrinTeErRS’ INK could gain subscrib- 
ers in vastly larger numbers were 
the price reduced to something ap- 
proaching a nominal figure. 

Printers’ INK, willing to give 
the question a practical test, re- 
duced its regular price of five dol- 
lars per year to two dollars per 
year.from September 28 to De- 
cember 31, 1904. 

The special rate was advertised 
in every. issue and over a hundred 
thousand individual communica- 
tions were addressed to persons 
who, it was thought, would be 
benefited by reading Printers’ 
INK. 

A fair percentage of answers 
to the question came, and repre- 
sentative ones were published in 
the Little Schoolmaster’s subse- 
quent issues. 

The tenor of a majority of re- 
plies was flattering, regarding the 
real value of Printers’ INK, but 


nine out of ten, for one reason or 
another, advocated a reduced sub- 
scription price. 

The advocates for a reduction 
in price were found not only 
among the smaller merchants but 
from large firms as well. The 
number of new cash subscribers 
added to the mailing list each week 
was pleasing. 

A class journal should sucely 
look to subscription revenue as a 
constderable item in its means of 
support. 

On December 31 last the special 
rate of two dollars expired, as well 
as all the special. offers to clubs 
and canvassers which were attach- 
ed to the special rate. After a 
final consideration of the facts be- 
fore them, the question of going 
back to the regular five dollars, or 
making a permanent reduction in 
the subscription price, still con- 
fronted the publishers of Print- 
ERS’ INK. 

When all the opinions expressed 
were again considered, and es- 
pecially the actual increase of new 
subscriptions received at the two 
dollar special rate, it was finally 
decided to make two dollars the 























permanent yearly subscription 
price. 

Two dollars for one year, one 
dollar for six months, ‘ifty cents 
for three months, five cents for a 
single copy. 

This move, which it seems prob- 
able will be found a wise one, af- 
fords to every one an opportunity 
to obtain the best advertising jour- 
nal in the world fifty-two times a 
year for less than five cents a 
week, 

Printers’ INK educates and de- 
velops advertisers, and no single 
factor in this country has done so 
much to make American advertis- 
ing the powerful industry it is to- 
day. 

No man interested in advertis- 
ing, retailer or wholesaler, can af- 
ford to do without the stimulus it 
affords. 

No newspaper or magazine pub- 
lisher, anxious to market advertis- 
ing space, can afford to do without 
the weekly hints and suggestions 
to be found in Printers’ INK. 

Its frequency of issue is one of 
the great advantages possessed by 
PrRINTERS’ INK as a_ publication. 
The man interested in plans, meth- 
ods and problems finds in it a 
weekly record of what’s being 
done. 

The publisher may learn, once 
every seven days, who is who in 
the ever increasing list of new ad- 
vertisers, and may decide, from the 
information Printers’ INK dissem- 
inates, how he may reach new 
comers into the field and place be- 
fore them his own claims for a 
reasonable proportion of their ap- 
propriation for publicity. 

At two dollars a year PRINTERS’ 
INK may perhaps gain the 50,000 
Or 100,000 subscribers which it de- 
serves to have. 

Its publishers will work hard to 
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23 
accelerate its rate of progress 


towards that desirable situation. 
* * *x 


As already stated, in last week’s 
issue, the special concessions to ad- 
vertising agents, canvassers, news- 


dealers and subscribers expired 
December 31, 1904. 
x + x 


With a view of inciting young 
men to induce companions, friends 
and fellow clerks to join with them 
in becoming regular pupils in 
the Little Schoolmaster’s weekly 
classes, and to enable newspaper 
publishers and business men to 
send the paper regularly to their 
reporters, canvassers, office boys, 
business managers or advertising 
patrons, on bed rock terms, it is 
decided, for the present at least, 
to allow a club rate by which, on 
receipt of five dollars, four paid 
subscriptions, sent in at one time, 
will be put down for one year each, 
and a larger number at the same 
rate. 

To canvassers, subscription 
agencies and advertising agencies, 
who have authority to represent 
PRINTERS’ INK in obtaining sub- 
scriptions, special confidential 
terms are made. 

* * * 

The result of the canvassers’ 
subscription contest, which closed 
December 31, -1904, will be an- 
nounced in the next issue of 
PRINTERS’ INK, January I1, 1905, 
and the winners of the four cash 
prizes, viz., one hundred dollars for 
the largest, seventy-five dollars for 
the second largest, fifty dollars for 
the third largest, twenty-five dol- 
lars for the fourth largest number 
of cash subscriptions turned in be- 
tween September 28 and December 
31, 1904, will then also be reported. 
The prizes will be paid on the pre- 
vious day, January 10, 1905. 
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Rowell’s American 


REVISION] 


Rowell’s American Newspie 
ments from first-class pubic 











The Acceptance 
of 
Advertisements 











advertising favors to be 
and advertisements are accepted on the same basis ong. 
well calculated to influence business toward the pape 





The Position of 
Advertisements 
in the 1905 Issue 














Publisher’s 
Announcements 











The charge for such an announcement is $1.00 a line, 
than $10.00 are not accepted unless paid for in advanc§: 
the publisher to a free copy of the book. 





Discounts for Cash 











For further information an 


CHAS. J. ZI 


Printers’ 
Proprietors and Publishers Rowell’s American 
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ifig in patronizing this Directory in the expectation of 
yis a directory for the advertiser, sold for cash only, 
No advertisement should appear in it that is not 


@eck in full payment accompany the order. 


ticulars, if desired, address 
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ee claps ADVERTISERS, 


PRINTERS’ IN} INK PUBLISHING 
COMPANY, Publishers. 


wn 

t@ Issued every Wednesday. Subscription 
price, two doliars a year, one dollar for six 
months, in advance. Five cenis a copy. ‘three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers if ae in lots of 500 or more, but in 
all —_ cases the charge will be five dollars a 
hub: 


THE 


ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

for specified position selected the adver- 
a it granted, douvle price is demanded. 

Gn time contracts the t copy is repeated 
when new copy fails to come tohand one week 
in aavance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smaliest advertisement taken. Six 
words make a line. 

—~ | pad appearing as reading matter is in- 


All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are — 
to afree subscription for one year, if demand 


ees 
CuHarLEs J. ZINGG, 
Editor and Manager. 
OFFices: NO. 10 SPRUCE ST. 
London Agen’. F.W. Sears,50-52 Ludgate Eill,EC 


NEW YORK, JAN. 4, 1905. __ 
THE JANUARY MAGAZINES. 


The amount of paid advertising 
carried by each of the leading 
monthlies for January is as fol- 
lows: 

















Agate 
Pages Lines 
Everybody’s ........-+.... 127 28,956 
Country Life in America 
DED. bbessKb avenue. abuse 138 25,777 
McClure’s ...0. sees. -. 108 24,624 
ee Perrre 105 24,430 
Harper’s Monthly........ 101 23,108 
POET Dsnscs trececccave go 20,972 
COREY 5...scce000s0 0000s 86 19,608 
World’s Work...... eccsce 77 18,032 
National Magazine....... 78 ~—s 17,898 
Booklovers... .sseee...s 72 16,648 
Cosmopolitan sevessedeecve 72 16,530 
Leslie’s Monthly ......... 66 15,048 
Metropolitan .........0.4- 64 14,848 
Success (cols.)..........0¢ 82 14,184 
Four Track News .......+ 63 14,112 
Red Book....ccee scocces 58 13,224 
Ladies’ Home Journal 
SDsceseases ovencace 66 13,200 
Delineator (cols.)........ go 12,078 
Woman’s Home Com- 
panion (cols.).......00+8 59 11,860 
i eeectsarnctecsseccce 50 11,616 
NS ere 49 11,564 
Good Housekeeping...... 50 11,400 
The World To-Day.... 49 =—«*11,,368 
Pearson’ S akbates. sani hoe On 10,120 
Harper’s Bazaar..... vess e 10,030 
L adies’ World (cols. ie come 49 9,800 
Lippincott’s.........+ sere 40 9,200 
rae 38 8,740 
Reader Magazine 37 8,584 
eae 3" 7,499 
Smart Set...... 29 6,612 
Designer (cols.). . 40 5,398 
Bookman.....cccceceseses 22 5,040 


PRINTERS’ 


INK. 


January is low-water mark 
among the magazines in volume of 
advertising. Whereas fifteen in the 
above list exceeded 100 pages of 
business in December, the number 
who pass this line in January is 
small, Magazine advertising really 
rises and falls twice a year, like a 
tide. The holiday season brings a 
continually increasing flood of 
business through October, Novem- 
ber and December, and the other 
flood tide occurs in late spring and 
early summer, when vacation plans 
are being made, houses renovated, 
etc. The subsidence of advertising 
during the summer is gradual, 
however, whereas that after the 
holidays comes very near being a 
slump. « * x 

After nearly seven years’ steady, 
costly exploitation of a pun, the 
N.iional Biscuit Company adopts 
a new advertising method, telling 
what constitutes the food value of 
a soda cracker. The page ad i 
the January magazines is a force- 
ful piece of copy. Another con- 
spicuous change of heart is re- 
flected in the page ad of Steinway 
& Sons. For years the Steinway 
Piano has been advertised by most 
costly means, the house bringing 
to this country every season one or 
more foreign pianists of note at 
great expense, simply to have their 
names linked with the Steinway 
Piano. It is said that the losses 
on some of these concert tours 
have been large, but the house has 
always been content to chalk them 
up to advertising expenses. News- 
papers and magazines have been 
used hardly at all. Evidently some- 
thing happened last summer in the 
staid business house on East Four- 
teenth street, for this fall the 
Steinway Piano has been advertis- 
ed in both new.yapers and maga- 
zines in large spaces. While a 
severe critic might suggest ways 
in which the arguments could be 
varied and strengthened, the fact 
that the house has seen fit to ex- 
ploit its product before the wider 
public is sufficiently wonderful in 
itself. * * * 

Mr. Balmer, interested in the 
Little Schoolmaster’s method of 
reporting the advertising patron- 
age of leading monthlies, sent 
about to the publishers of the 
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thirty-one magazines listed in No- 
vember and asked them to state the 
average net line rate paid by ad- 
vertisers for their space. Many of 
them did so, and a table was then 
prepared to’ ‘show the advertising 
income of the thirty-one publica- 
tions. A total net revenue for the 
month of $1,005,587 was arrived at 
which nearly approximates PRINT- 
ERS’ INK’s rougher calculation, 
based on an average of $1.50 per 
line for the 673,189 lines carried, a 
total of $1,009,783. Mr. Balmer’s 
figures are net, minus commissions, 
while the Printers’ INK estimate 
was gross. In Mr. Balmer’s table 
below the publications marked with 
a star were those whose publishers 
made no report, and the figures are 


estimates : 
Amount of paid 
advertisments 










in November 
issue, 1904. 
Ladies’ Home Journal.......... $133 ,600.00* 
Butterick Trio— 
Delineator.......- 111,582.75 
Designer.......... 10,662.55 132,058.35 
GW TOR. sscdass 9,313.05 
McClure’s Magioiee Sus insewiss ace 77,000.00* 
CTS Sin sdsswceegeseseesec 70,987.95 
Everybody’s LE uae nieakeseaanas 70,000.00 
Scribner’s.....cccccevcccoccccee 48,000 oo* 
Century. ScegeaGhdeeeehecaddenane 45.000.00* 
Woman’s Home Companion .. 43,965.00 
Cosmopolitan... ...0.cccccscocee 38,700.00 
Harper’s Monthly.............- 37,822.50 
CS ae omer ci 36,410.32 
Review of Reviews. .......... 32,266.56 
EMME By ccitaseseersas Sossxsis 27,770.40 
Ladies” World. .cccccsoesesccces 26,000.00* 
IL. csciesic seve cawetede 25,Q00.00* 
Pearson's ..ccc-cccccscee eee 15,000.00 
Good Housekeeping.. ae 15,000.00* 
NINE 51075 50's 0/5650 10'0:6 . 14,850.00 
Booklovers, oa 14,163.60 
Ainslee’s. .. 13,020.75 
Smart Set...... 12,300.00* 
Harper’s Bazaar 11,955.20 
SP 11,558.55 
World’s Work.......- 11,020.00 
PE in cc ntenetteccntececs g,800.00* 
CONE BMGs 5.55c. cscccwececes 9,438.88 
CPN Scuba nsicess sdoeseceseee 6,877.98 
Lippincott’s........eeeese..eeee 6,200,00* 
World To-day... .......sccccces 4,621.44 
Atlantic Monthly..... ......... 4 300 00 
PBs cursetvsssweneee $1,005,587.48 


* 


There seems to be a decided ten- 
dency among magazine advertisers 
to print not only long advertise- 
ments, but long-winded ones, 
About 800 or 1,000 words can be 
printed on a page of a standard 
magazine in the reading section. 
Some of the display ads printed 
nowadays contain 500 words, with 
an illustration, catchlines, address, 
etc., and there are any number that 


run over 300 words. Long maga- 
zine advertisements are justified 
on the theory—now accepted as an 
advertising truth—that people have 
leisure when they read magazines, 
and will go to the bottom of any- 
thing in which they are interested. 
But the advertisement that is full 
of meat and the one that is merely 
long-winded, telling its story 
clumsily in twice as many words 
as are needed, are two different 
matters. An examination of any 
prominent magazine will show ads 
that refuse to give up their story 
at a glance, and which could easily 
be made forceful by condensation. 
The value of such announcements 
is open to doubt. 
* * * 
The gist of Mr. Lawson’s news- 
paper advertising for Everybody’s 
this month was a charge that large 
advertisers are being worked upon 
to boycott Everybody's. The 
Ridgway-Thayer Company say that 
several large advertisers have 
withdrawn. The only large insur- 
ance company in the January issue 


* is the Prudential. The Mutual Life 


and Equitable are in other maga- 
zines, but not in Everybody’s. This 
recalls the decided stand taken by 
certain large insurance companies 
a year ago, when the magazines 
were informed that they must 
either refuse the advertising of 
the Century Insurance Club, placed 
by the Ayer agency for Richard 
Wightman, New York, or have the 
ads of these big companies with- 
drawn. Many publishers refused 
to be frightened into rejecting the 
Wightman ads, and it is said that 
the companies have not yet seen 
their way clear to using these pub- 
lications. It does not seem likely 
that a boycott of this character 
could ever materially hurt a good 
advertising medium, for the 
amount of business that can be 
influenced by such methods is 
small. The mass of advertisers 
who make up the revenue of a 
magazine are operating purely with 
the idea of getting results. There 
were also rumors that the Ameri- 
can News Company would be led 
to refuse distribution to Every- 
body’s, but the January issve was 
sent out through that company, and 
the Ridgway-Thayer Company 
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state that they anticipate no 
trouble. 
* * 

Everybody's back cover page for 
the March issue, the only one open, 
was advertised in the New York 
Sun one morning recently, the 
price being $4,000, based on an is- 
sue of 1,000,000 copies for that 
month. A rebate is to be paid if 
the edition is less, but no extra 
charge will be made for circula- 
tion in excess of 1,000,000. It was 
purchased within a couple of hours 
after the advertisement appeared. 


eats is enjoying a steady, 
healthy growth, according to an 
announcement in the January issue. 
The present management acquired 
the magazine in July, 1904, when 
the American News Company’s 
order was for 167,000 copies. The 
order for the January issue was 
210,000, according to the publish- 
ers. In July, 1902, the subscrip- 
tion list called for 12,455 copies, 
and it is stated that this list had 
grown to 58,316 copies in Decem- 
ber. This makes an average issue 
at present of 270,000 copies, as 
against the 221,616 rating given 
Pearson’s in the latest American 
Newspaper Directory, for a year 
ending with March, 1904. 

* * 


Leslie’s Monthly has just enter- 
ed its thirtieth year, dating from 
1876, when it was established as 
Frank Leslie’s Popular Monthly, 
The editor takes occasion to out- 
line the facts of “Frank Leslie’s” 
life, and show the advanced no- 
tions he had regarding the pub- 
lishing trade in a day before the 
linotype, the perfecting press and 
the glittering million circulation 
mark. Henry Carter, son of a 
glove manufacturer in Ipswich, 
England, was born in 1821, and 
developed a talent for drawing that 
eventually landed him on the staff 
of London Punch and the JIlus- 
trated London News. To avoid 
his father’s displeasure, _ his 
sketches were signed “Frank Les- 
lie,” and this became his business 
name through life. In 1852 he 
founded his first paper, the Ga- 
zette of Fashion, in New York, in 
1855 Frank Leslie’s Illustrated 
Newspaper, now Leslie’s Weekly, 


and in 1876 the publication which 
has since grown into Leslie’s 
Monthly. As is generally known 
among advertisers, the two publi- 
cations are under different man- 
agement. Leslie’s Monthly entered 
the ten-cent field in 1898, under 
the management of Frederic L. 
Colver, the present publisher. Two 
years ago Mr. Colver purchased 
the last interest held by Mrs. 
Frank Leslie. Only seven of the 
prominent monthlies are older than 
Leslie’s Monthly. Harper's Maga- 
sine was established in 1849, the 
Atlantic Monthly in 1857, Lippin- 
cotts and Harper's Bazaar in 
1868, the Century in 1870, the De- 
lineator in 1872 and the Woman’s 
Home Companion in 1873. 
* 


Another magazine that has been 
brought into prominence in the 
past four years is Good House- 
keeping, which was a New Eng- 
land magazine with a limited clien- 
tele when the Phelps Publishing 
Company bought it in 1900. Both 
subscriptions and newsstand sales 
have been quietly and persistently 
pushed upward, until with the Jan- 
uary issue, according to the pub- 
lishers, an edition of 218,500 copies 
was reached. 

* * * 

The editor of Scribner's remarks 
upon the growth of advertising 
that exploits manufactured articles, 
and states that the increase in the 
number of such articles advertised 
in Scribner's is fully fifteen per 
cent. He also calls attention to 
what he regards as “zones of mag- 
azine literature.” While adver- 
tising journals have said much 
about special fields of circulation, 
he believes that reading tastes dif- 
fer in so vast a country as ours. ° 
Inquiry among newsdealers ought 
to show that magazines circulate 
in well-defined zones, according 
to the heights or depths of local 
reading taste. His view is inter- 
esting, but no matter how wide the 
differences of taste in magazine 
reading, they will all be represent- 
ed in an average town or even vil- 
lage, to say nothing of the cities. 
The writer once had occasion to 
conduct some such inquiries 
among newsdealers in relation to 
the sales of daily papers. In Chi- 
































cago, for example, one dealer 
would say, “This is a Tribune 
neighborhood,” while other neigh- 
borhoods preferred the Record- 
Herald, Daily News, Journal or 
the Hearst papers. While neigh- 
borhoods took papers much ac- 
cording to their incomes, political 
beliefs, etc., there was a demand 
all through the city for all the Chi- 
cago papers. On the same princi- 
ple, the magazines are distributed 
evenly according to population 
over the whole country—over the 
whole world, in fact. “Zones” of 
circulation might be laid out ac- 
cording to culture—a psychologist 
would be needed for the job—but 
hardly according to the geography. 
* * * 


“The State as Window Dresser” 
is an article with secondary adver- 


tising interest in the January 
Strand, It gives pictures of State 
displays of products at the St. 


Louis fair, such as beeswax God- 
desses of Liberty, dried apricot ele- 
phants, horses made of hops, bears 
made of prunes, corn and sugar 
maidens, etc. These marvels of 
our native art apnear to be a nov- 
elty in England. The grandest op- 
portunity of the whole fair was 
missed, however, when California, 
the State that raises and advertises 
the fruit, neglected to rear a 
statue of George H. Daniels in 
prunes—Uncle George, who civil- 
ized the California prune, taught 
it table manners and introduced 
it on the dining cars of the New 
York Central. 
* 4 * 

The National Magazine, Boston, 
makes a specialty of heart-throbs. 
But Joe Mitchell Chapple, the edi- 
tor and publisher, who sorts them 
over in person as sent in, also finds 
time to assemble more State and 
municipal advertising in his maga- 
zine than is to be seen in any other 
publication. The January issue 
has “readers” about Utica, N. Y., 
Auburn, N. Y., the Salt River Val- 
ley, near Phoenix, Arizona, and 


Denver. These “readers” contain 
facts for tourists, manufacturers, 
settlers and the homeseeking 


classes generally, and reflect the 
hard thought that is being given to 
this branch of advertising by mu- 
nicipal officials and boards of trade. 
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More publishers’ adver- 
tising appears in The 


Chica 
Hecord- Heral 


than in any other news- 
paper in the entire West. 














You can’t cover 
. Toronto without 


The Star 


_ overlook this fact in 
planning your campai 
for 1905, — 


CIRCULATION 


34,595 


NET 


The STAR is a clean home 
paper—its value as an adver- 
tising medium is attested by 
the fact that it publishes more 
general advertising than any 
other daily in Toronto—morn- 
ing or evening. Rates on ap- 
plication. 


THE STAR, 
Toronto, Canada. 
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In PRINTERS’ INK for November 2, 1904, the following eight paragraphs 
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appeared : 
In Philadelphia the 
Bulletin is*the only 
UA 
AN 4 newspaper which pos- 
EEO sesses the guarantee 
star, which _ signifies 


that the publishers of the American 
Newspaper Directory will pay one 
hundred dollars forteit to the first 
person who successfully contro- 
verts the accuracy of the Bulletin’s 
latest circulation siatement as 
given in the 1904 issue of the 
American Newspaper Directory. 


In Denver, Col., the 
Post is the only news- 
paper which possesses 
the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred doilars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Post’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


UA 
Seg: 
TEEO 


In Kansas City the 
Star is the only news- 
paper which possesses 
the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Star’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


UA 
GYAR 
TEEO 


In Minneapolis, 

Minn., the Tribune is 

the only newspaper 

which possesses the 

guarantee star, which 

signifies that the publishers of the 

American Newspaper Directory 

will pay one hundred dollars for- 

feit to the first person who success- 

fully controverts the accuracy of 

the Tribune’s latest circulation 

statement as given in the 1904 is- 

sue of the American Newspaper 
Directory. 


In Pittsburg, Pa., the 
Post is the only news- 
paper which possesses 
the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one inun- 


UA 
oon 
TEED 


dred dollars forfeit to the first per- 
son who sutcegsfully controverts 
the accuracy of the Post’s latest 
circulation statement as given in 
<3 1904 issue of the American 
Newspaper Directory. 
“In Los A Angeles, Cal., 
GUAR > — Post is 
AN / only newspaper 
ee which possesses. the 
guarantee star, which 
signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Saturday Post’s latest circu- 
lation statement as given in the 
1904 issue of the American News- 
paper Directory. 
“In Peoria, Ill., the 
GUAR Star is the only news- 
AN paper which possesses 
a3a4 the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Star’s latest 
circulation statement as given in 


the 1904 issue of the American 
Newspaper Directory. 

In Toronto, Ont., 

GUAR the Mail and Empire is 

JAN the only newspaper 

Sam which possesses the 

guarantee star. which 


signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Mail and Empire’s latest circu- 
lation statement as given in the 
1904 issue of the American News- 
paper Directory. 





If you are interested and wish to know all about the Guarantee Star, 


write to Charles J. Zingg, Manager, 
Spruce Street, New York. 


Printers’ Ink Publishing Company, 10 
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A SCHEME OF ENORMOUS 
POSSIBILITIES. 


The New York Advertising 
Agency of Geo. P. Rowell & Co., 
that in times past originated and 
introduced so many new ideas ard 
methods as to lead to the belief in 
some quarters that they invented 
and created the first advertising 
agency, have recently hit upon a 
scheme that appears destined to fill 
a long felt want. 

By it, they assert that they are 
able to induce the great depart- 
ment stores to handle the goods of 
their advertising patrons and at the 
same time enable the department 
stores to cover in part the expense 
of devoting their counter, window 
and newspaper space to the advan- 
tage of manufacturers who adver- 
tise. In an announcement recently 
issued the plan is outlined to the 
following effect: 

We have a working agreement with 281 of 
the largest department stores in the councry, 
covering practically every city big enough to 
have a department store. 

These stores will advertise your brand by 
name in their own advertisements in the local 
papers. You may push your goods in all the 
stores or select a definite number. 

During the day or week of the advertise- 
ment, these stores make a practice of display- 
ing prominently the goods they advertise. You 
are well aware that there are few women who 
fail to scan department store announcements. 
If your goods are in stock in the stores 
selected, the special advertisements we are able 
to secure for you should induce repeat orders 
with marked frequency. If the goods are not 
in stock, the advertising given you will make 
.it imperative that a supply shall be obtained. 
Furthermore, such presentation by a depart- 
ment store frequently has the effect of causing 
other dealers to feature the article advertised. 

Just before the advertising is to appear we 
suggest that you write to the stores, stating 
that you are about to co-operate in their ar- 
rangement with us, and advise them to get in 
a proper supply to meet the demand. 

Your brand advertised by name under the 
name of a store of high standing, implies the 
endorsement of that store and secures that 
store’s whole trade asa possible market. 

Whether yours is a new line about to be 
introduced; whether you are trying to get de- 
partment stores to handle your goods by the 
roundabout way of offering to turn over in- 
quiries from your advertising; whether your 
goods are not called for as much in some cities 
as in others, and you would hope you might 
remedy this condition—our plan lends itself to 
your aid and brings you in one step to the 
people you need to reach. 

We pay for this service $1 for each mention 
by each store in each paper the store uses for 
its regular advertisements. Our charge is toc. 
in excess of the dollar, making a total charge 
of $1.10 each time your goods are advertised 
in each paper used by each of the stores you 
select. Asa voucher we furnish clippings of 
the advertisements containing the mention of 


your goods and bill you at the end of each 
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month. Asa big store gets sales in response 
to its offerings, you are likely to secure the 
publicity and consequent sales before being 
called upon to pay any money. 

The scheme was originally out- 
lined by Mr. F. W. Tully, the junior 
partner of the house, who has had 
extensive experience in the adver- 
tising department of these greatest 
modern distributors of merchan- 
dise. 

“Do you mean,” said one manu- 
facturer when discussing the idea, 
“that one of these great stores 
whose buyer will hardly look at us 
even if we succeed in getting into 
his presence, would bother to men- 
tion my goods and agree to put in 
a stock of them for a paltry one 
dollar bill?” “Not for your dol- 
lar,” responded Mr. Tully, “but if 
you and 4,999 other manufacturers 
should go into this thing, and 
authorize a single mention a day in 
a single paper, the total income 
to the store would amount to a 
million and a half of dollars in a 
year and that would be quite a 
help toward liquidating even Mr. 
Wanamaker’s advertising account. 
And of the whole, your contribu- 
tion would be no more than three 
hundred dollars for any single 
store. and if you so desired could be 
limited to thirty dollars or even 
three dollars, for any single store.” 

“But,” continued the manufac- 
turer, “neither three dollars nor 
thirty, nor three hundred even, 
will cut much of a figure in 
an effective advertising campaign.” 

“Possibly not” was Mr. Tully’s 
reply, “but as an experiment and to 
feel your way, if you authorize an 
investment of $500 or $5,000, or 
any sum between, and find that 
orders for goods produce the 
money before the advertising bills 
become due you may feel like 
t!.rowing things wide open. And 
an authorized expenditure of $50 
by each of say two hundred depart- 
ment stores will run up your ad- 
vertising to $10,000 in a year, and 
if the results warrant it, the pub- 
licity campaign can be readily in- 
creased to the extent of ten or fifty 
times the amount suggested.” 

“In other words,” said this man- 
ufacturer, “you will make a con- 
tract with me to get the co-opera- 
tion of the stores selling my brand 








32 


—and to feature it in their adver- 
tising ; that my brand gets the ben- 
efit of the publicity in the news- 
papers and the resulting sales be- 
fore I pay out a cent?” 

“Tt sounds like a big undertak- 
ing’—Mr. Tully answered, “but it 
is precisely what we are securing 
for our patrons.” 

The merit of the arrangement 
seems to be that it is always under 
the control of the manufacturer, 
and singles out a brand, for the 
special attention of the store, over 
competing brands. It does not ap- 
pear to be a substitute for general 
advertising. On the contrary, it is 
an effective backing up of a gener- 
al campaign, thereby lessening the 
chances of failure. 

Not the least interesting phase of 
the plan, that thus far has been 
met, is that the reasonable prospect 
of immediate sales has had the ef- 
fect of inducing several concerns 
to take the matter of advertising 
under serious consideration, who 
had previously resisted everv argu- 
ment calculated to induce them to 
advertise. 

Lane ener 

THE United Drug Company, of 
Boston, manufacturers of the Rexall 
remedies, will resume newspaper ad- 
vertising on a liberal scale shortly after 
the first of the year. The business 
will be placed direct. Rexall agencies 
have been established in nearly every 
important town and city in the entire 
country, each agent being a stock- 
holder inthecompany. Louis K. Lig- 
gett, president and general manager, 
has purchased the stock holdings of 
James T. Wetherald, who was for- 
merly a director in the United Drug 
Co. Mr. Wetherald, has now retired 
from connection with the United Drug 
Co. Mr. Liggett for several years 
was associated with anda stockholder 
in Chester Kent & Co., of Boston, 
owners of “ Vinol,” of which corpora- 
tion Mr. Wetherald is _ president. 
Some months ago Mr. Liggett sold 
his Chester Kent & Co. stock to 
Mr. Wetherald. 
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SELLING base-burner stoves in August 
looks like a proposition to steer clear of. 
But a retailer whose name is withheld 
did it by means of newspaper advertis- 
ing with the stock ads furnished by the 
Michigan Stove Company, Detroit. <A 
folder shows the ads and explains other 
advertising details to retailers. 
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THE MANY GOOD THINGS. 
M. B. Jackson & Sons, 
Real Estate. 

Seatrie, U. S. A., Dec. 
Editor of PRINTERS’ INK: 

While we have been receiving your 
valuable publication for but, only a short 
time, we are quickly learning to appre- 
ciate and utilize the many good things 
it contains. We cannot speak too highly 
of its value to us, and especially the 
number dated Sept. 28, 1904, which 
was the first we received. 

We are enclosing herewith booklet 
entitled ‘‘Real Property Taxes’ which 
we have issued for the use and benefit 
of property owners in Kings County, 
and ohich is being found of use to 
the taxpayers on account of the infor- 
mation it contains. 

Yours very truly, 
M. B. Jacxson & Sons, 
Per Frank C. Jackson. 


a 

WANTS A POPULAR PRICE. 

St. Louis, Dec. 19, 1904. 
Editor of PRINTERS’ INK: 

My. opinion on the question of sub- 
scription price is that any man who is 
really interested in advertising must 
surely be able to find many five dollar 
bills among the pages of PRINTERS’ Ink, 
I know I do, and the question of ‘“‘cut- 
ting it out” because it may possibly be 
higher in price than some of the young- 
er journals, seems funny to me. 

On the other hand, I suppose you 
have to go with the great majority, and 
it is probably wise to make the cost $3, 
$2 or even two-bits a year; but make 
somebody pay for it. 

I would suggest that you make the 
price whatever seems to be the popular 
demand—providing you can make any 
money by so doing. Sincerely, 

G. W. RITTER, 


WILDEY’S BIBLE. 
UNIVERSITY OF MINNESOTA COLLEGE OF 
MEDICINE. 
MINNEAPOLIs, Dec. 
Editor of Printers’ INK: 

I inclose you check for renewal of 
my subscription to PrinTers’ INK, 
Would renew for a century did I not 
believe the new price will prove so 
popular that you will make it permanent. 
I am to-day selling more cigars, more 
candy and more tobacco to college men 
than any retail store in the United 
States. It is due more than anything 
else to the fact that when a boy of 
twelve I found a copy of PrINnTErs’ 
Ink. I have “found” it almost ever 
since every week. As the mail man 
leaves it week by week the boys 4 
ing for me lay it carefully away, Jo 
marking “Here is Wildey’s Bible.” 
only criticism is that I don’t like Print 
ers Ink Jonson’s ads because it is the 
signal that I’m getting towards the 
end of the magazine. Wishing you con- 
tinued success because that means to 
me fifty-two delight‘ul issues each year, 
I am, Very truly yours, 

H. Lestre Witpey. 


15, 1904. 


19, 1904. 





Storm doors, weather strips and sim- 
ilar Christmas specialties are shown in 
a neat folder-catalogue from True 
True Co., Chicago, 
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Advertising 
Writers 


Wanted 


LORD & THOMAS wish to 


add several capable, experienced 
advertising writers to their copy 
department. 


@, Men whose writing displays individuality, 
ability for intelligent research and capability to 
plan a campaign of copy will be the only ones 
considered. 


G, In applying send complete file of work you 
have done, state at length the nature of your 
advertising experience and salary expected. 


G, We particularly invite applications from 
high salaried men—who receive such salar- 
ies because they are worth it. 


@, All applications must be made in writing 
and will be held strictly confidential. *Engage- 
ments to begin immediately. 


LORD & THOMAS, CHICAGO 


















PRINTERS’ INK. 








Making Good 


There are accidents in advertising but they 
never happen twelve times a year for two 
years in succession. Friendship, good-will 
and influence may carry a publication through 
its first year, after that it must make good on 
its own account. It may take twelve months 
for a magazine to ‘‘find” itself; then comes the 
parting of the ways. Henceforth there must 
be progress along definite lines or else retro- 
gression. 











At the end of its first year The Booklovers 
Magazine increased its advertising rate to $150 
a page. Here was thetest: Would advertisers 
stay with this new publication at the higher 
figures? They did. The increase of adver- 
tising at the new rate, over the amount carried 
for the previous year at the old rate, was 76 
per cent. 





The Booklovers has successfully completed 
itssecond year. In accordance witha previous 
intimation, it is now raising its rate a second 
time, and on this occasion to $200 a page. 
Advertisers, old and new, are free to order 
space at the present rate of $150 a page for one 
year in advance provided they order the first 
insertion to appear in the March number. A 
discount of ten per cent will be allowed on 
orders of three pages or over. 


The Booklovers Magazine 


Advertising Department: 1323 Walnut St., Philadelphia 
New York: i50 Nassau Street Chicago: Marquette Building 


ea 
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ON THE SPOT 


Since taking control of the American 
affairs of this Agency, Mr. M. Lee Starke has 
traveled many thousands of miles, on the 
correct theory that the best place to study an 
advertising problem is on the spot. 

Mr. Starke has discussed their 1905 cam- 
paigns in their own offices with several large 
manufacturers, and the fact that he has secured 
the accounts of most of them, demonstrates 
that this Agency is one of ideas and action. 

If you have a problem, write us about it. 
Our business is to increase your business, 
and our record shows our ability to do it, 


here or abroad. 


The Paul E. Derrick Advertising Agency 


New York London’ Paris Cape Town Sydney Buenos Aires 
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WHAT IS CIRCULATION? 


Printers’ Ink has been trying to find out 
the exact meaning of the word “‘circulation,” 
as applied to publications, and, not having re- 
ceived any satisfactory definition of the term 
from its readers, adopts its own definition as 
follows: 

“The circulation of a newspaper is expressed 
 f the number of complete copies printed. 

hat is done with the completed copies has a 
bearing only in fixing the value or character of 
the circulation.” 

* * * 

A most familiar sight to habitues of Park 
Row are the great wagons loaded up with re- 
turned copie3 of unsold newspapers. They 
come back by the ton, and are sent to the mills 
to be ground up again. Every copy of every 

aper there has been printed, but not “circu- 

ted” in the true sense. 

It is likely that, in the case of papers of 
large circulation, the percentage of returns is 
comparatively small in proportion to the num- 
ber of copies sold or otherwise distributed, yet 
the “return wagons” are always loaded, and 
their trips are frequent. According to Print- 
ERs’ INK, these returns still represent “‘circu- 
lation” with a lesser “value” or ‘‘character.”” 
They are as worthless to the advertiser as the pa- 
per not yet out of the mills.—MMr. A. Ward 
tn Fame for Dec., #904. 

And yet every paper was printed 
with the idea that perhaps somebody 
might obtain it and look at it. The 
paper that prints surplus copies is 
more likely to reach many eyes than 
the other one that only prints enough 
to fill advance orders. It is certainly 
more interesting to an advertiser to 
know how many copies were printed 
than it is to be unable to learn any- 
thing at all about the circulation. 
Every publisher can tell how many 
copies he prints. Everyone who at- 
tempts to tell anything further | at- 
tempts what never has been done, 
and never can be done with absolute 
accuracy. 


SENT AS A GIFT. 
St Louis, Mo., Dec. 25, 1904. 
Editor of Printers’ INK: 

The writer has been a reader of the 
Little Schoolmaster for many years, as 
a publisher, printer and an agency man. 
The subscription sent is a gift to him, 
appreciated far more than words ex- 
press. Also behind it is the ambition 
of years. An ambition that I trust is 
soon to be realized, that of writing copy 
for advertising that will win recogni- 
tion, and individualize. ‘These years of 
preparation I trust now will bear not 
dwarfed or one-side ideas, but liberal, 
generous thought that will not only 
provethe writer’s worth to the advertis- 
ing fraternity but inspire others to more 
conscientious, constructive and artistic. 
as well as practical matter in accord 
with the conditions and environment of 
the advertiser and the medium used to 
display the article to the public. 

‘ Sincerely, 
R. C. BUCHANAN, 
With Nelson Chesman & Co. 





PRINTERS’ INK. 


Advertisements. 


All advertisements in “ Printers’ 


Ink” 
twenty cents a line for euch insertion, $/0.40 a 


cost 


line per year, Five per cent discount may be 
deducted if paid for in adraunce of 7 ubli 
cation and ten per cent on yearly contract 
paid wholly in advance of first publication. 
Display type and cuts may be used without 
extra charge, but if a specified position is 
asked for an advertisement, end granted, 
double price will be demanded. 


WANTS. 


V 7 ANTED—Manufacturers’ agenis to handle 
our line of advertising novelties, ST. 
LOUIS BUTTON CO., St. Louis, Mo. 


M°® E than 247,000 comes of the morning edi- 
4 tion of the World are sold in Greater New 
York every day. Beats auy two other papers, 


V 7 ANTED—Two two-letter linofype machines 
in good condition. Give lowest price for 
spot cash. Address “J. M.,” care of Printers’ Ink. 
YY ABzED Experienced man for advertising 
department manufacturing business (‘en- 
tral New York. Give age, salary, etc. 
care of Printers’ Ink. 
oo open for competent newspaper 
workers in all departments. Write for 
booklet. FERNALD’S } EWSP PER MEN’S EX- 
CHANGE, 368 Main St., Springfield, Mass. 


“S. F.,” 


ONCERNING TYPE—A Cyclopedia of Fvery- 

/ day Information for the Non-Printer Adver- 
tising Man; get “‘typewise”; 64 pp., 0c. postpaid; 
ag’ts wanted. A. 8S. CARNELL, 150 Nassau St., N.Y. 


\ 7 ANTED—Man of more than ordinary ability; 

experienced in Aavertising Agency work ; 
one acquainted with publishers, and who is a 
practical printer, preferred. ‘‘W.,” care of P. 1. 


W ANTED—Position as adwriter or assistant; 
young man, 23; Powell graduate; some 
practical advertising experience; experienced 
stenographer. Location, commutable distance 
New York. “J. F. C..” care of Printers’ lnk. 


\ 7 ANTED—Position as business or advertis- 
ing manager on newspaper; ten years’ 
experience on metropolitan pers; employed 
now; 33 years old; highest reference; good sal- 
ary required. Address “L. T.,” Printers’ Ink 


\ 7 ANTED—Responsible agents for States or 
group of States to represent us in the line 
of Artistic Calendars (plain or bas-relief) an 
other advertising novelties. Address ALFRED 
8. CAMPBELL ART COMPANY, Elizabeth, N. J. 


VERY ADVERTISER and mail-order dealer 

4 should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in America, Sample copy 
free. THE WESTERN MCNTHLY, 815 Grand 


Ave., Kansas City, Mo. 

Vy 7 ESTERN Representative of trade paper has 
facilities and time to represent one other 

trade publication in the Middle West. Will give 

advertisers adwriting and designing service. 

Five Fl experience. “C. H. G.,” 1164 Monad- 

nock Block, Chicago, III. 


OUNG man, 20 years old, four years’ practical 
experience with trade journal publishing 
company, desires position as assistant in edi- 
torial, advertising or subscription department 
of New York city trade journal or other publica- 
tion. Address “J. M.J.,” care of Printers’ Ink. 
\ 7 ANTED—Partner in established adv. agency 
employing 4people; business can be profit- 

ably increased to double its present capacity, re- 
qu re young man of brains and broad experience, 
with some capital, tu take half interest; best refs. 
furnished and required. THE READ ADVG. 
AGENCY, 416 Johnson Bldg., Los Angeles, Cal. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified co! 
umns of ERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St.. 
New York. Such advertisements will be inserted 
at 20 cents per line. six words to the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 

















PRINTERS’ INK 


PPORTUNITIES FOR ADVANCEMENT— 
Without danger to a present connections 
we assure you of consideration for every posi- 
tion you are competent to fill, no ter where 
located. Our booklets tell how we can bring 
your ability to the - ention of hundreds of em- 
ployers who need high grade men for Executive, 
Clerical ea ae and Salesman positions pay- 
ing from $1.000 to $5,000 a year. Offices in 12 
cities. ,HA!’GOODS (Ine.) BRAIN BROKERS, 
Suite 512, 309 Broadway, New,York. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 

ity for reaay positions at $2) a week and over, to 
write for free copy of my new prospectus and 
2. every- 
000 place, another 
number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a = oe to my teachings. De- 


mand puosens 
ELL, Advertising and i 
ork 


endorsements from leadin 


GEORG: H. F Wi 
ness Gant, 82 Temple Court, New Y: 





cnitidininennieiieieene 

PRINTERS. 

RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


OOD PRINTING—500 envelopes, $1.50; 1,000 for 
$2.00. Other printing, same rate. SUN 
PUB. CO., Paulsvoro, \. J 


QEND us good legible copy, and $3.50 with 
order. and we will wecial ba (prepaid) 1,000 
Dodgers, 6x12 in., on good white paper; 1,000 Note 
Heads; 31,000 Good White Envelopes; 100C ollection 
Letters (3 forms), 1 Book of Notes, 1 Book of Re- 
ceipts. 

What we here ee you for $3.50 will cost you 
not less than n your own ey n. 

THE BECK} [aN WILAOK ¢ 0., )., Kenton Ohio. 


PERIODICA i, ‘7 UBLICITY. 











ARDWARE DEALI:RS’ MAGAZINE. Cireu- 
lation 17 :000 (QO). 253 Broadway, New York, 
POSTAGE STAMPS. 
IGHEST price for unused stamps. R. E. 
ORSER, 185 Dearborn St., Chicago, Ill. 


NEWSPAPER BROKER 

Pees SALE—Only daily in city of 14,006 in west- 
ern Penn., with Cox Di loa press and lino- 

pe, doing a business of over $1,000 per month. 
WePibti an paper iu Republican county, Price 
. If pushed, Joes can be made mucn 
Caer, Proposition 28. J. KINGSTON, News- 
paper Broker, Jackson, Mich, 


=> 





SIGNS. 

‘Phe $am Hoke Paint-Printed $teel Signs are 

different. They are mace on heavy sheet 
steel, heavily machine painted back and front 
with vil paints; the lettering. any colors, is print- 
ed on, but with oil paints and by a special pro- 
cess; mounted on strong wood frames ready for 
placing on sides of stores that sell your goods, 
They are better louking than hand-made, though 
cheap as stenciled. They are almost everlasting. 
Cost about 10c. a square foot—more in small 
lots, less in large lots. 

We secure locations and place these $igns at 
about same cost as for the making—up or down, 
according to quantities in each city 

The $am Hoke $ign $hops, New York. 

630 West 52d St. (North River). 
—__~oor—_—_——_ 
CALENDAR BACKS 
A= PRUNING £9; ‘Ltd., 
Philpot Lane, 
London, England, 
-, —- to buy job lots of calendar backs for 
cash. Send samples and prices. 


WRITERS, Omri See AND ILLUSTRA- 


W Rite RS, compilers, designers, illustrators, 
photographers, engravers and printers 
Our work is or iginal, convincing and attractive. 

It “sells the goods.” 
Let us submit samples, ideas and sketches. 
HELLER-BARNHAM, Globe Bidg., Newark, N.J. 


37 
PUBLISHERS. 


When You Enter 
the Name of a 
Subscriber 


do you keep a systematic record 

of his payments? Do you send 

him his bill regularly? Do you 
realize the importance of doing 

this? Have you the facilities? 

All this is easy with our subscription record 
books. You —y~ 3 can’t help being systematic. 


‘they are in use by publishers all over the coun- 
= who realize their value, They reduce the 





eF of d and save their cost in 
Hs few months, antl thew are made to last for 
three years. 


Sample pages sent on receipt of two stamps. 


SCOTT & MASSENGALE 


5 Beekman Street, New York 


ART PHOTOGRAPHS. 
N UDE STUDIES. Genuine photos from 








life. Sample 50 cents. MODELS’ LEAGUE, 
O. Box 7, Wash., D.C. 
—_ +o ——_. 
PRINTING. 


PRINTING at reasonable prices. MERIT 


PRESS, Bethlehem, Pa. 





> <7 
ADDRESSES FOR SALE. 


FRESH NAMKS N, Y. farmers, $1, 
CLARK & CO., Kenmore, N. Y 


+> 


PREMIUMS, 


5,00 





Ve ELIABLE goods are trade builders. Thou 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale aeaiers in —— and kindred 
lines, 500-page list price illustrated catalogue, 
woe ST annually, 33d issue now ready; free, 

MYERS ('0.. 46w. 48-50 52 Maiden Lane, N.Y. 


———___+o+. 
DECORATED TIN BOXES. 


sig E appearance of a package ofttimes sells it. 

You cannot imagine how beautifully tin 
they are, 
fast 


boxes can be decorated und how chea 
until you get our samples and quotations. 
year we made, among many other things, over 
te:: million Cascaret boxes and five million vas- 
eline voxes and caps. Send for the tin desk re- 
minder called “ Do It Riek $4 wate is free; so are 
ay samples you may desire to 
AMERICAN STOPPER o SOMPANY, 
11 Verona screet, 
Brooklyn New York 

‘the largest’ maker of Tin Boxes outside of the 

Trust 
—--—— - 4 


MAIL ORDER NOVELTIES, 





W RITE to-day for free “Book of Specialties,” 
an illustrated catalogue of latest imported 
poe Mees novelties, watches, plated pees 
and _ optical pene wholesale onl y- 

SINGER BROS, Re Bowery, N. Y. 


4 
TRADE JOURNALS. 
ARKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (O©). 253 Broadway, New York. 
_- 4o> -—— 
POST A| LC CA ARDS. 


yee and samples o of post cards 
STANDARD, 61 Ann Street, N.Y. 


Write 
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INDEX CARDS. 
ee. CARDS, all kinds; send sample and get 


prices before ———s- THE BLAIR 
PRINTING CoO., Cincinnati, O 


ADVERTISING 


1 CENTS per line for advertising in THE 
JUNIOK, Bethlehem, Pa, 


i hd elds, ‘22 Business Bringers.” 
THE J RELIGIOUS PRESS ASs’N, Phila., Pa. 

ARDWARE DEALERS’ MAGAZINE. Circu- 

lation 17,000(@©). 253 Broadway, New York. 


MEDIA. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
va postal card request will bring sample copy. 


6© DEAL ESTATE,” Amsterdam, N. Y., circula- 
» tion over 2,000, for real estate dealers and 
pruperty owners, $1 a year. 
s 4 HE EVANGEL. 
n, Pa. 


Scra 
Thirteenth year; 20¢. ie line. 





Am person advertising in PRINTERS’ INK to 
& theamount of $16 or more is entitled to re- 
ceive tne paper for one year. 


HE TROY (O.) RECOKD is not sold by dealers 
or newsboys on streets—9 per cent of cir- 
culation reaches homes. Average circulation 
in 1905 was 1,138; 1.000 inches, plates, n. r. m., 
within one year, $40. 00 net. 
INCHES 1 month in 100 Illinois country 
weekly newspapers, $50. Total circulation, 
100.000 weekly. Catalogue on application. We 
have other Jists in the Middle West. CHICAGO 
NEWSPAPER UNION, 10 Spruce St., New York 


NRABTREE’S CHATTANOOGA PRESS, Chat 

/ tanooga, Tenn., 45.000 circulation guaran 
teed, proven; 180, 000 readers. Best medium 
South for mail-order and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, nu 
pay. 








PRINTERS’ INK, 


BUSINESS CHANCES, 


IG MONEY HERE—We seek representation 
in the United States and Canada by a firm 
that can sell advertising a to retailers. 
We've a sound business _ propose jon and invite 
correspondence. THE 8 EY-FREER PUB- 
LicitY CO., Leeds, England. 


—__+o+ —__. 
PUBLISHING oe - e OPPORTUNI- 


| Wish to Buy a Daily 
Newspaper 


Can finance a $50,000 to $60,000 proposi- 


tion. Communications in regard to 
such a sale strictly confidential. Ad- 
dress “PURCHASER,” Printers’ Ink, 
New York City. 


SPLENDID special magazine property, 
A Kstablished half a century, 

Exceptionally stable; 

Leader in rich, extensive field, 

But does not realize its possibilities; 

One of the very few attractive lines 

in which the proper publication 

Has not yet been developed. 

This is by all odds the best foundation. 

By the application of publishing “4 lity 

d annual profit can 





N EGLECTING SOUTHEASTERN OHlv 
MR. ADVERTISER! 


If so, you are making a mistake. It is 
a region of fertile farms, busy towns, 
varied industries and well-to-do, pro- 
gressive, sharp-eyed newspaper and ad- 
readers. Zanesvilie is the metropolis 
of this field (Witha population of 
30,000) and 

THE ZANESVILLE SIGNAL 


is the newspaper which other advertis- 
ers have used therein with telling effect. 
The same popularity, influence, circula- 
tion and pulling power, which has 
turned their SIGNAL ads into cash will 
bring business to you if you follow their 
announcements in its columns. The 
SIGNAL has made itself solid in South- 
eastern Ohio by covering every local 
news field and by printing every day 
but Sunday a comprehensive Associated 
Press report. Circulation guaranteed 
exceeding 5,000. Rate, 14 cents an inch, 
flat. 
THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 











While developing a property of great value 
Now yielding $20,000 annu tly, 
And showing good increase 
Under indifferent management. 
The price, $190,000, is very reasonable. 
Property can undoubtedly be made worth 
Several times $100,000. 
Facts will be furnished 
To those able to buy 
And a peaty of handling 
This sp’ voce t a. 
ERSON P, HARRIS. 
253 Broudway, New York. 


COIN CARDS, 


R35 PER 1,000. Less for more; any printing. 
)) THE COIN WRAPPER CO.. Detroit, Mich, 





for $3. 10,000. $20. rintin; 
1 900 seme’ Coin Mailer Co., i ation, x 
—— —- 40> — 
BOOKS. 
JATENTS ig PROTECT 72-p. book mailed 
free &A LACEY, Patent and 


Trade- Mark’ Sepeete. Washineton, D.C. 
Estabished 1869. 


W EBSTER’S New Imperial Dictionary. Latest 
Revised; new type; bound in full law sheep 
thumb indexed; $5 efines thousands of words 
not in* “Unabricged” o} or “International.” Sent 
on approval. KING, 112 William st., New York. 
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DESIGNERS AND ILLUSTRATORS. 


Ppiamse. illustrating, | engrossing, illumi- 
nating, ongrasin lithogra, hing, art Ag 
ing. THE KANSLEY STUDIO. 245 Bway, N.Y. 





HALF-TONES., 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered wh beta | ish “accompanies the order. 
KNO XVILLE WNGRAVING Co., Knoxville, Tenn 
PENG Ee 


ADVERTISING NOVELTIES. 


AS: wanted to sell ad novelties; 25% com, 
3 samples, 10c. J.C. KENYON, Owego, N. Y 


66 MAMA, ” ‘latest novelty - advertising 
rd; rd; sample le and prices, 4c. 
SOLLIDAY "NOV. ADV. W ORKS8, Knox, Ind. 


EATHER a1 novelties—best made—cat. free 
Large orders booklets, catalogues, cheap’ 
BURNETT PRINTING CO., Rochester, N. Y. 


ULVEROID SIGNS; lightest, cheapest, most 
durable and attractive indoor sign. Com 
plete line of Pulveroid Novelties and Buttons 
Samples free. F.¥, POLVER CO.. Rochester. N.Y. 


W RITE forsample and price new combination 

Kitchen Hook and bill File. Keeps your 
before the housewife and business man. THE 
WHITKHKAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


UST OUT--Rand Model Pencil Pointer. Does 
not soil your fingers. Produces a symmet- 
rical point. mple nickel finish, 1%e postpaid. 
FRANKLIN M. AND, Maker of Advertising 
Novelties, Sudbury Bldg., Boston. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They’re attractive, sub- 
stantial . cheap. Sample, a World’s Fair 
souvenir, 
WICK HATHAW AY’S C’RN, Box 10, Madison, O 


eq =Thel t - 
Color Barometers. tiy tan be 
maiied in 64 onteiene. enny pesinge. $25 per 
1.000. includin; rint. Send 10c. for sample. 
FINK & SON, sth, & above Chestnut, Philadelphia. 


| Buy for Gash 


for export, in large quantities, any 
original and wor hy counter- — 
novelty 
toilet), or any attractive sundries w ‘high 
are, in my judgment, adapted to for- 
eign drug or allied trades—anything, in 
fact, which the retailer will buy and 
can sell. No trash wanted. There are 





no advertising schemes or other tails to 
this kite—merely clean, straightfor- 


ward business. I will pay good money 
for all the desirable novelties I can find. 
1 am a “cinch” for any manufacturer 
with good goods, but no —— to ex- 
loit them with, who wvuuld give dol- 
lars to know my name and address, 
Plenty of sound references. 


WM. A. RICHARDSON, 
84 Central St., Boston. 





MAIL ORDER. 


AIL-ORDER ADVERTISERS—Try house to 
4 house advertising; it wi!l pay you big. Our 
men will deliver your circuiars and cata ogues 
direct to the mail-order buyer. You can reach 
eople who never see a paper of any description 
From one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the Uvited States and 
pone and = ina position to place Per | 
matter in the hands of any desired class. 
MST IBUTORS DIRECTORY will be sent free 
ot charge to advertisers who desire to make con- 
gee age dl = distributor. We guaran- 


‘ood 
NAT ONAL SeADVERTISING Cu., 700 Vakland 
Bank building, Chicag>. 





IMITATION TYPEWRITTEN LETTERS. 


— i Typewritten Le Letters of the highest 
grade. We furnish ribbon, matching ink, 
Samples for stamp. SMITH PTG. CO., 813 

‘oledo, Ohio. 


MAILING MACHINES. 
[THE DICK MATCHLESS teen! New and 


quickest. Price $12. F. J LENTINE, 
Mfr., 178 Vermont St., Buffalo, N. y. 


free. 
Broadway, 





CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17, 000 « (QO). 253 Sees, New York. 


P SPECIALIZE D ) PUBLICA TIONS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (Q@). 253 Broadway, New York. 
a ee 


CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 

Bt Southern red Cy and absolutely proof 
ainst moths. Prices low. Send for booklet. 
*IELDMONT FURNITO RE c O.. Statesville, N.C. 





PAPER. 


B BASSETT & SUTPHIN. 
45 Beekman St.. New York 
Coated papers a specialty. ‘Shane 3 Perfect 
White for Phigh- “grade catalogues. 
ERE a 


SUPPLIES. 


SE “Reliance” alsorbent paper on your 

mimeograph. INK dries quick as a wink; 

never smuts. Get samples and prices from } F 'NK K& 
SON, Printers, 5th, near Chestnut, Phil 


\ D. WILSON PRINTING INK Co., Limited, 
e of 17 Spruce St., New York, sell more mug- 
azine cut inks than any other ink bouse in the 
trade 
Special prices to cash buyers. 


UBLISHERS, Manufacturers, Paperhangers, 
Billposters — everybody that uses paste 
is learning the —_ of at Bernard’s 
Cold Water Paste. Sample pac e by mail 
an M interested person. PRULNARD'S AGENCY, 
Tribune ag ap Chicago. 


OXINE—A non- -explosive, non-burning sub- 
stitute ‘42 lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Kecom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale vy the trade 
and manufactured by the DOXO MAN’F’G CO.,, 
Clinton, la. 


———_ ++ 
CARD INDEX SUPPLIES. 
SAVE mozey by bu ~ fp ‘buying from the manufact- 


urers. Index card supplies for all makes of 
cabinets. 





meen bree CARD CO.. 
Rittenhouse Bldg., Phila. 
—_—_+or— 


TYPEWRITER RIBBONS. 


costs a little more than 
ordinary ribbons, but 7s 
worth more. One for60c.; 
a coupon book good for 
five “ Ribbotipes,” $2. 
Money back without talk if you are not satis- 
fied. CLARK & ZUGALLA, 100 Gold 8t., N. Y. 





+o 
“PRICE CARDS. 


END for samples of our Me oye price cards. 
® Made in various styles, 40c. per 100 up. BID- 
DLE P.C. CO., 10th and d Fiibert Sis., Phila., Pa. 


FOR "SA SALE. 


DOUMLA | Boies 2% h. p. water motor. al- 
most n m perfect. condition. Price 
$75. GAZETTE. Betlotonte. Pa. 


OR SALE TO SETTLE ESTATE—ConstitVv- 
TIONALIST (country weekly), Democratic 
newspaper and job offices. Established ase 
Pog de successful. Cash receipts from Jan. 1, 
1904, to Nov. 1, 1904, over $4,000. Half is promt. 
Splendid equipment. Price $3,000, G, ALLISO. 
HOLLAND, Eminence, Ky. 
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ELECTROTYPERS. 


W E make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 
lar; Reet a LESTER. in the country. Write us Ser 
rices. WEBSTER, CRAWFORD & CALDER, 45 
tose St., New York, 


++ 
HOUSE-TO-HOUSE DISTRIBUTING 


A THOROUGH and a hvuuse-to-house 
distribution of printed matter or samples 
will produce quick and satisfactory returns for 
any general adve r whose goods are — 
torious and are on sale at dealers, because you 
advertisement can be made to tell the whole 
story at just the cost of Ad and stoc 
Your advertisement is placed directly into ths 
bos to the exclusion of all others. 
Dy gen of the heaviest users of different 

lines pee} issue the greatest quantities 

of printed matter or samples for house-to-house 
distribution. 

For over fourteen years I have devoted my 
whole time to the general house-to-house dis- 
tribution of advertising matter, taking full con- 
trol for many leading general advertisers, and 
have given such gene satisfaction that my 
system is now recognized as the only esta»lished 
agency of known reputation. I make a thorough 
guaranteed house-to-house distribution of print- 
= matter or samples in every town and city of 

rtance in the United States, through reli- 
abl e, exverienced local men at each point, who 
make this work their exclusive business and 
i ay & superintend the distribution of all 
matter object is to interest more advertis- 
ers in this ye uiar branch of advertising, and 
Ishall be pleased to describe my system fully 
upon application. 
WILL A. MOLTON, 
National Advertising Distributer, 
Main Office, 442 St. Clair St., ors, Oo. 
EE SES 


ADDRESSING MACHINES. 


AS MACHINES—No type used in 
allace stenci] addressing machine. A 





card index system of addressing used by the 
largest publishers by ye the country. Sena 
for circulars a at low rates. 
WALLACK & CO. 29 Murray St., New York. 
1310 Pontiac Biig., 358 Dearborn St. , Chicago, Ill, 
nHE STANDARD AUTU ADDRESSER is a high 

8 dressing machine, run by motor or 
foot power. System embodies card index idea, 
Prints visibly, perforated card used; errors im- 
— operation simple. Correspondence so- 


B. F. JOLINE & CO., 
123 Liberty 8t., New York, 


——_+or—_—_ 
ILLUSTRATIONS. 
\IGNATURE CUTS. Stamp for folder. CAR- 
VETH, Artist, 8, 1612 Wabash Ave., Chicago. 
a 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way 


EW CUTS and advertising copy for your line 
are cheap enough by our method. ART 
LEAGUE, New York. 


DVT. WRITING ~ nothing more. 
i Been at it 14 ye: 
JED “sc ‘ARBORO, 
557a Halsey St.. Brooklyn, N.Y. 
if ENRY FERRIS, his [FF mark 
Advertising W riter and Adviser, 
Drexel Building, !’hiladelphia. 
62/ Temple Court, New York. 





This one thing I 1 do— 
1 WRITE 


| 
eae shade bo exten 
_ 8 EDW. DW. BrAL, 81 Cortl Cortlandt St., i 


IF YOU NEED 


a booklet, folder, a strong ad written and set up 
—and delivered in electrotype form. if you wish— 
or anything in the way of PROFITABLE PRINTING 
or Cs COMPOSITION. write our IDEA MAN. 
He has had 15 years’ superignce.. and will produce 
ae novel and something that 
will pay_you. PRINTERS IN PRESS, 45 lose 
S8t., New York City. 


PRINTERS’ INK, 


AVE you under consideration any bit of ad- 
vertising that would gain from being sat- 
urated with a distinct unusualness! I m2an a 
“something” to be aimed at a class not “‘reach- 
able” with ordinary “humdrum” things, and 
upon whom anytnieg Fe remotely suggesting * hot 
be tried! Are you making any- 
thing so extra od Of: its kind, that the proper 
telling of its story becomes a matter of really 
vital importance! If some reader of “ Printers’ 
Ink” (as seems probable), is now doing euch 
= ‘ considering ” it might pay him to write m 
No. 34. FRANCIS I, MAULE, 402 Sansom St., Phila, 


———_+or—__—_- 
Advertising Agencies. 


Advertisements under this head, two lines or more 
20 cents a line. Must be handed in one 
weekinadvance. Display type may 
be used if desired. 


CALIFORNIA. 

OLDEN GATE ADVERTISING CO., 3400-3402 

Sixteenth St., San Francisco, Cal. 
URTIS-NEWHALL CO., Lc CO., Los ies, Cal. Es- 
tablished 1895. Largest and best managed 
advertising agency on Pacific Coast. Write us, 
) eg prem ed AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save advertisers by advising J ono ae 
newspapers, billboards, walls. cars, distributing. 


NEW JERSEY. 


AIL order advertising a specialt THE 
M STANLEY DAY AGENOY, Nowmaziet, N.J. 


NEW YORE. 
C’eormAN AGENCY, 1 Madison Avye., N. Y. 
Medical journal advert advertising exclusively. 
DSS 10., Advertisin; cng ge 
Y. Private wires, Bow mn, Phila, ete. 
LBERT FRANK & CO., 25 Broad Street, N. Y. 
General oe Agents. Established 
1872. Chicag Philadelphia. Advertis- 
ing of all kinds be ae in every part of the world. 
TORTH AMERICAN ADVERTISING CORPO 
RATION, Woodbridge Building, 100 William 
treet, corner of Jonn, New York. A reliable, 
* recognized ” “ages advertising agency, aed 
trolling first-class accounts. Customers Padus 
fixed service charge on the net prices actuall 
paid by the Agency 


OHIO. 
Cea RF. RUNEY, Runey Bldg., Cincin- 
Newspaper, Magazine, Out-aoor 
Printing, Designs, Writings. 
PENNSYLVANIA, 
[HE H. 1. IRELAND ADVERTISING AGENCY, 
(Established 1890), 
925 iCheaane Street, Philadelphia. 
RHODE ISLAND. 
F. OSTBY AGENCY, Providence—Bright, 


e catchy “ad ideas,” magazine, news- 
paper adv. 
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CANADA, 
EVELOP this advertising field. It is most 
ge ee can i as to mediums, 
and how to them. Write us. THE DESs- 
—- ADVERTISING AGENCY, Ltd., Mon- 
real. 


HAWAII. 
ppp ote ADVE fer IsiNG CO., Honolulu—Cos- 
litan population makes our six year.’ 
caperteuce valuable. Newspapers, billbourd-, 
walls, distr! ibuting, m ener deren lists. 


pres Sheep 
It’s all in the way “letters” are put to- 
gether that make them effective. I know 
how to put Advertising Letters together 
in an effective manner. “Letter Shop” 
letters are always effective. Ask for the 
“Letter Book.” 
FRANKLYN HOBBS, 
Sunpet and Editor of Advertising Letters, at 
Letter Shop”’ in the Caxton Block, Chickge. 








PRINTERS’ INK. 4! 


A GOOD BEGINNING 








Start the new year right by buying your inks from 
Printers Ink Jonson, and when next Christmas 
comes around you will have lots of money to spend 
for presents instead of fattening the pockets of the 
credit ink men. I sell the finest job inks for One 
Dollar a pound, and the best news ink ever manu- 
factured for Four Cents a pound. Money back to 
dissatisfied purchasers. Send for my price list, 
which contains many useful hints for relieving 
troubles in the press-room. 





PRINTERS INK JONSON 


a7 Spruce Street, New York 








Selling Goods 
By Mail 


A special department of our business is devoted to preparing 
and issuing series of mail matter for manufacturers—what we 
call the ETHRIDGE MAIL DRUMMER SYSTEM. We have had 
a long and very successful experience in this class of work. We 
prepare, illustrate, print and send out the matter comprising this 
system, and furnish our clients with complete follow-up systems 
for taking care of inquiries, This takes the entire work off the 
shoulders of the busy manufacturer and his office force. Any 
ordinary clerk can take full charge of the campaign by simply 
following our instructions. 

Selling goods by mail is a science, and the next best thing to 
high-salaried and expensive traveling men is the ETHRIDGE MAIL 
DRUMMER SYSTEM. 

Write for descriptive booklet and full information. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


INK WILL RECEIVE, 


PRINTERS’ INK 


COMMERCIAL ART CRITICISM 


33 UNION SQUARE, N.Y. 
FREE OF CHARGES 
MATTER SENT TO MR. ETHRIDGE. 





The Mercedes advertisement, 
marked No. 1, occupied a half 
page magazine space. The illus- 
tration did not show up particular- 
ly well, principally because there’s 
too much detail and too many fine 
lines and cloudy effects in it. 

In No. 2 this fault is remedied, 


y SS h | 


THE, DAIMLER ZR MANUEACTURING co. 
Avenue, Lang letend Cy, Rew York, 


106 HOON th OR At GRICE GERSEUCEN oP WE ees mB GORCEDE 
Daimien-woronbe chseLiacn ary. 


ous oF ommmany 

‘THE DAIMLER MANUPACTURING CO. 
sh stn pa Prat Comp er  UMTED STATES od CANADA 
‘atoteges will be Bow: 











and the eagle gets a better chance 
to spread himself. 
* * * 

If you have an article you wish 
to sell to ladies and gentlemen, it 
is a good idea to use pictures of 
ladies and gentlemen in your ad- 
vertisements—provided you use 
figures at all. If you have an 
article. you wish to sell to the 
lower classes it is best to use pic- 
tures of ladies and gentlemen just 
the same, for the reason that the 
masses always copy after the high- 








er classes, and want to do and use 
the things that people of wealth 
and refinement do. 

Here is an advertisement of a 
game called “Sherlock Holmes.” 
The illustration in it is practically 
killed by the heavy black and white 





above and below, and it is just as 
well that it is. The furniture 
would denote the home of well-to- 
do people, but the place has evi- 
dently been left in care of the 
servants, who have invited in a 
few policemen and firemen who 
happened to be off duty. 
Illustrations of this character are 
quite common, and are either due 
to bad taste or a false idea of 
economy. Very probably they are 
due to both, but their crude ap- 
pearance justifies the belief that 
they are bought at bargain rates 


THE LATEST CRAZE 
THE NEW GAME 


PARKER BROTHERS « 


SALEM.MASS.U.S.A.a 


ne Flatiro 
A/so Sole Makers of PIT Souire BI 


n Bldg. NEW YORK 
D. Ping Pong ef 


and are used because they don’t 


cost much. There could hardly 
be a worse exhibition of false 
economy, 

* % * 


This little advertisement of Lie- 
big’s extract of beef occupied pre- 
cisely two inches in a newspaper 
column. It is a splendid example 
of what can rod done in a small 
space by the exercise of thought 
and judgment. The name of the 
article advertised gets plenty of 
space, and the trademark name also 
shows up in good shape. There 
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isn’t room for much copy, but 
what there is is to the point, and 
in spite of the fact that the space 
is small there is a little illustra- 
tion up in the corner which adds 













You can make 
in a moment 
bracing beef tea 
with water heated on an 
—- lamp, and a 














GB BI G am 
COMPANYS “ti 











to the element of human interest. It 

is not an easy thing to successfully 

utilize so small a space as two 

inches single column, but it is 

worth while to make the attempt. 
* * * 


Criticism is asked of this ad- 
vertisement of the Edson Manu- 
facturing Company. This is a tech- 
nical advertisement which is pretty 
well displayed and is probably all 





dl | 3 
pis 
Trenci ‘ suis! 


Pumps 


Will raise water containing sand, gravel, or sewage_| 
matter, or anything liquid enough to flow. They are 
made in two sizes: 

No. 3, capacity 4,000 gallons per hour, one man 

No. 4, capacity 6,000 gallons per hour, two men 
lo. Puen wh 3% of Suction Hose, order name, cacemmen Price, we On 
ney A ° RARENESS, 
Noe “ RASHNESS, = aS 
Prices include Pump, i Suction Hose, Brass 
Couplings, ee and Spanner, complete, ready 
for immediate 

70,000 sold in fifteen years, 

EDSON MANUFACTURING COMPANY 

257 Atlantic Avenue BOSTON, MASs. 











right. The pump, or whatever it 
is, is all right, too, and showing it 
in this advertisement is perhaps 
very essential. It is not an easy 

matter to criticise an advertisement 
containing mechanical drawings, 


INK. 43 


unless one is thoroughly familiar 
with the article advertised. The 
use cf pictures of complicated ma- 
chinery or mechanical parts is gen- 
erally condemned. Very often 
somebody who understands the ma- 
chinery advertised will bob up and 
point out the fact that the picture 
told a story to him and was really 
a valuable feature of the advertise- 
ment. A thing that is absolutely 
meaningless to the layman may be 
full of meaning and convincing 
force to the expert. It is not par- 
ticularly wise to criticise a thing 
one does not know much about. 


—_ +o, 
RESULTS WERE SATISFACTORY. 
Offices of 
Geo. W. Octtvie, Publisher. 

181 Monroe Street. 

Cuicaco, ILL., Dec. 20, 1904. 

— of Printers’ INK: 

yi attention has been drawn to an 
article in your issue of December 14 
referring to a page advertisement that I 
had in Everybody’s Magazine descrip- 
tive of the Thomas Jefferson Bible, In 
that article you say that “it would be 
interesting to know whether such round- 
about publicity pays.” It gives me great 
pleasure to say that it has paid in this 
particular instance, the direct result 
being far more than satisfactory, 

I have no doubt that this statement 
will not only be of interest to your- 
selves, but to other advertisers and hope 
you will give it as prominent a place 
in your next issue as you did the article 
criticising the advertisement in your is- 
sue of December 14th. 

Yours very truly, 
G. W. Octtvte. 


——— ++ 
THE POPULAR PRICE, 

THE TONSILINE Co., 
Manufacturers and Proprietors of Ton- 
siline, the Sore Throat Cure. 

CanToN, Oun10, Dec, 24, 1904. 
Eattor of Printers’ INK: 

Enclosed you will please find check 
for , 35» covering subscription for Print- 
ERS’ INK, starting May 25, 1905, as in- 
dicated on enclosed blank. 

We believe that you will by this time 
have concluded that $2 is a very much 
more gg von price than $5 for your 
valuable journal. While it no doubt 
in many ways is worth all and more 
than the higher price, and while there 
are many thousands who are ready and 
willing to pay $5, there can hardly fail 
to be several times as many who will 
subscribe at the lesser price. 

Yours very truly, 
THE TOoNSILINE Co. 
——_—__+>>—_—— 

A. TIMELY piece of Wanamaker ad- 
vertising is a booklet on the New York 
Subway, giving views and_ statistics. 
The latter half is devoted to pictures 
of the new Wanamaker store, showing 
how it is situated at the transit center 
of New York. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 











Miter Bros. & BAKER, 
Real Estate Building, 
Locust Street and Court Avenue. 
HarrispurG, PA. 
Editor of Printers’ INK: 

Dear Sir—In response to your in- 
vitation for contributions to the depart- 
ment of Ready Made Advertisements, 
we enclose some of ours along Real 
Estate and Insurance lines, used in the 
daily papers and theater ig Saige 
Since the organization of this firm, our 
Mr. Herman P. Miller has been a sub- 
scriber to Printers’ Ink, which we find 
of inestimable value in our work. In 


fact, we feel we “can’t keep house 
without it.’ Trusting these copies may 
be of use. Very truly yours, 


MILLER, Bros. & BAKER. 

With this acknowledgement of 
Printers’ INK’s usefulness, came 
a bunch of ads which show more 
thought and care than is common 
in real estate and insurance “copy.” 
Some of these will be reproduced 
in future issues as examples of 
good advertising; one is here re- 
produced and followed by what is 
believed to be an improvement. 


The Original: 
Just to remind you 


—that carelessness 
in renewing your fire insurance should be 
remedied at once. See us about it. Repre- 
senting only reliable companies, we are able 
to offer protection that really protects. The 
very best for the money—value guaranteed. 


Miller Bros. & Baker 
Real Estate Building, 
Harrisburg, Pa. 


The Improvement: 


CarelessnesslsCostly 


especially so sometimes to those who 
neglect to renew their fire insurance. If 


YOUR FIRE INSURANCE 
Is ABOUT TO EXPIRE 


see us about it. Representing only 
reliable companies, we offer protection 
that really protects. 


MILLER BROS. & BAKER, 
Real Estate Building, 


Harrisburg, Pennsylvania. 
Of all the ads that pass under 




















my eye, most of them are weak in 
the head—headlines do not mean 
anything by themselves, And, 
when the headline doesn’t indicate 
what the ad is about there should 
be display lines somewhere in the 
ad that will do so, as in the “im- 
provement” above. One more 
point that is su~gested by the first 
of these ads: Don’t say you are 
“able” to offer anything. You 
either do a thing or you don’t; 
if you do, say you do, straight out 
ai-d out; if you don’t there is no 
excuse for saying anything about 
it. You might be “able” to do a 
great many things that you 
wouldn’t do, and “able” is super- 
fluous in such a case, anyhow. 
A Telling Headline and_ Convincing 
Text—from the Des Moines, Ia, 
Register and Leader. 


Is Baby Worth 
25 Cents? 





A bottle of Dr. Hill’s 
Cold, Cough and Croup 
Tablets costs that much. 


They will relieve any case 
of spasmodic croup in one 
hour. So pleasant to take 
the children cry for them. 
Do not contain any coal tar 


product or opium in any 
form. Break up a cold in 
24 hours; cure a cough in a 
short time. If your druggist 
cannot supply you, send 
25c. to 


HUMANE REMEDY CO., 


Des Moines, Iowa. 











How an Enterprising Barber Says His 
Say in the Bangor, Me., Daily Com. 
mercial, 





: 
Four Chairs 


at our handsomely renovat- 
ed barber shop! That means 
quick service and no long 
waits. 

And we promise you'll 
find a good barber at every 
chair! 

“You’re next!” 

J. A. BICKNELL, 
19 Water Street, 
Bangor, Me. 
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From the Bioomington, Iil., Daily Pant- 


Dr. Smith Has Hit Upon an Excellent 


Simile and Produced a 


Brie 


but 


Telling Ad That Dentists in Other 
Towns Would Do Well to Copy— 
from the Binghamton, N, Y,. Leader. 





A Bad Neighbor. 


One bad ameneer often 
creates a whole lot of 
trouble—one bad tooth will 
soon make a mouthful. <A 
gold crown will permanently 
restore that one—even if 
quite bad. We guarantee 
every operation to be pain- 
less. Gold Crowns $5. 
DR. SMITH’S DENTAL 
ROOMS, 
Open Evenings: 82 Court st., 
Binghamton, N. Y. 





Everything But Prices—From the 


lanta, Ga., Journal, 





Beer Steins. 


Something for “him.” A 
Beer Stein to set off his 
chamber, his library, or his 
den. The shapes will charm 
you; the decorations and in- 
scriptions will please him. 
They come from Germany, 
Austria, Bavaria, Norway, 
Sweden and Japan, but_ all 
carry a hint of King Gam- 
brinus, fat and gay, of stu- 
dents’ songs and mer 
maidens in quaint, old, 
abled towns along the 
Rhine. Tiniest to tankard 
size. 


CHAMBERLIN- 


JOHNSON-DUBOSE CO., 
Atlanta, Ga. 











This 


Bank Ad, from the 


Something That’s of Interes 








All Languages 
Spoken 


in the Foreign Department 
of this bank. ; 
Money sent anywhere in 
the world at moderate rates. 
Steamship tickets for sale 


—direct nt for leading 
lines and Bartlett’s Foreign 
Tours. 

Letters of Credit and 


Travelers’ Checks issued. 
THE UNION_ SAVINGS 
BANK, 


Frick Building, 
Pittsburg, Pa. 








At- 


Pittsburg 
Leader, Starts Right Off by Telling 





agraph, 
Old, But, 


Th 


The_ General Ar 
Nevertheless, 
ere are Cigars and Cigars. 








Young Man 


Two cigars a day would 
buy you a nice home in 
twenty-five years, and your 
wife would have a husband 
i could be much prouder 
o 


Get a pass book, save your 
money and see your monthly 
ae grow. We have 

een in business 22 years 
and have handled two mil- 
lions of Bloomington peo- 
ple’s money. 

THE BLOOMINGTON 
LOAN AND HOMESTEAD 
ASSOCIATION, 
Bloomington, III. 

R. F. Evans, president; 
H. G. Bent, secretary; First 

National Bank Building. 








For 


“Has Seen Better 


the Restoration of Furniture 
ays’ —from 


Washington, D. C., Star. 
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ment 1s 


ood—But 


that 
the 





“ Off Duty.” 


In the attic you doubtless- 
ly have stored old furniture, 
out of service simply 
cause it’s scarred and nick- 
ed. Did you know the 
value of “Lacqueret”—the 
great wood restorer, things 
would soon be different. It 
conceals all scratches and 
nicks, makes all old wood- 
work as beautiful as new. 
Can be used in a hundred 
ways about the house. 

Qt. Cans, 75¢. 


HUGH REILLY, 
1334 New York Avenue. 
Washington, D. C. 





A Good Shoe Ad, from the New Haven 


Register. 








, Nobody can safely say 
just what kind of weather— 
and walking—we’re going to 
have during the next couple 
of weeks. s 

Safe guess it won’t be of 
the summery kind—This is 
New England, you know. 

So long as you keep your 
feet dry and warm, it won’t 
matter much. 

Have you seen the new 
Fali and Winter weights in 
Milford Shoes? ' 

Same as summer price— 


3. 
THE MILFORD SHOE 
SHOP, 
35 Church St., 
New Haven, Conn. 
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I dislike to give space to Christ- 
mas ads, now that Christmas is 
nearly twelve months away, but do 
so in this case because the criti- 
cism will apply almost, if not quite, 
as well to the ads of other seasons. 
As a general argument, the ad is 
very good; but, in retail lines at 
least, a general argument can rare- 
ly be made as effective as descrip- 
tions and prices—not necessarily 
long-winded _ descriptions, _ but 
enough to indicate what some of 
your attractive offerings are. In 
this particular case, just a good, 
strong headline, like “If It’s For 
Him, Get It Here,” or something 
of similar import, followed by a 
list of desirable wearables for 
“him,” with some definite idea as 
to prices, would have done all that 
this ad could possibly do, and 
probably much more. The ad had 
an excellent position on the first 
pa e of the Huntington, W. Va., 

vertiser, 


Womna'e Worries Les- 


sened ; Christmas Buying 
Made Easier! 


THIS IS THE WAY 

There isn’t a man or boy in Hunting- 
ton that does not need, or but what 
would appreciate any article of stylish 
wearing apparel. Now if you would say 
you were coming here to buy him a 
Suitable Christmas present, it would be 
an easy task, and at the same time you 
could feel that whatever you bought 
him from this store would be appro- 
priate. Because we handle nothing ex- 
cent what is appropriate. After you 
arrived here you could decide as to 
what the article would be. This would 
be easy to do after looking over the 
styles and assortments. By this method 
you will save the trouble and worry of 
looking for something —s when 
you don’t know what to look for. 

If you ladies will follow this pre- 
og closely you wili receive benefit 

it. 
. G. A. NORTHCOTT A co., 

Huntington, ‘ 

Store Open Every Evening Until Xmas. 


A Good One From the Redfield, S. D., 
Journal Observer, 


Why Do Ladies 


Bowl ? 


Because: It is healthful 
exercise. It saves them doc- 
tor’s bills. It improves their 
complexions and makes them 
more graceful. 

MUXEN’S ahaa. 
Redfield, S. 














A Strong Small One from the Phi 


One of the Right Sort, from the Wash- 

in ton, Pa., Dail Reporter. Perhaps 
ot Drinks or Cold. Weather’ 
Would Have Made a Stronger Head. 





Cool Weather ; 
Refreshments. 


From now on you will be 
able to oniey, ¢ =, apa 2 
hot soda 
higher food vale yoo ais 
soua. It is concentrated 
warmth and _ nourishment. 
When you are tired, thirsty 
or chilled, this list should 
look good to you. 

Hot Chocolate, Hot Lem- 
onade, Hot Ginger, Hot 
Malted Milk, Hot. eef Tea, 
Clam Bouillon, Tomato 
Bouillon, 

L. S. VOWELL, 
Druggist, 
Washington, Pa. 








delphia Bulletin, 





Blankets Cleaned 


in a sanitary way that re- 
stores freshness and beauty. 
Allow us a trial blanket— 
we’re sure then of the rest, 
for our perfect process is 
the result of 45 years’ ex- 
erience. Prices are very 
ow, too. 
THOMAS_ PATTON’S 
ESTATE, 


Offices—1622 Pine Street, 
4012 Market St, 
Philadelphia, Pa. 





A Business-like Laundry Ad from 





New Haven, Conn., 


We Want Your 
Laundry Bundle 
52 Weeks in the 
Year. 


If you send it here once 
and it is not satisfactory 
you will not send it a second 
time, will you? 

We want your bundle 
every week and do our work 
accordingly, making your 
clothes pure, sweet and 
clean. 

Send your laundry work 
here once, we'll prove our 
assertion. 


IMPERIAL LAUNDRY 
COMPANY, 


Cor. Orchard and Goffe sts., 
New Haven, Conn, 


Register. 
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No Man Can Tell Till He Sees a Sleigh| You Needn’t Be Afraid to Advertise in 
Whether the Price is Right or Not,and This Aggressive Way, if You Back It 
Many Cannot, Even Then. So While With fF ne Goods.’ ”” Dron Brockton, 
Printed Prices Would Prove Nothing Mass., Daily Enterprise, - 
by cee, is eo Give 

‘ossible yer ome ea as to . 

Whether EY Peffers Had Sleighs at We Will Beat or 

the Price That He Had Decided to M 

Pay, Where “Prices Are Ri ne” eet 

Would Mean Nothing At All to Any rice offered by any 

—from the Danbury, Comnn., Evening ron Om: coal dealer in 

News. Brockton . for full weight, 
good quality coal. Our $7.75 

Th S] ” h A cee _— Coal in tons 

or aby ags is suiting 
e 1g s re hundreds of cooks, 
Ready When THIS IS HOLMES’, 
Main and Pleasant st. Cor., 


64-70 Ames Street, 
You Ar ce. Brockton, Mass, 











There’s going to be lots of 
sleighing this winter, so the In_These Days of Gas and Electricity, 
weather man says, so you It Is Refreshing to Read a Good Lamp 

micvht as well start in right. Ad Like This. 
Our stock is Fay | ~_ oo 
inspection and it is a dandy 
There’s a large variety, with Lamps. 

style in ee # one and the Lamp-light is best for 
prices are right 3 
Our stock of blankets and —_ fg Ra 
robes is in and it is the big- fusively, and is surer and 
gest and best we ever had. steadier than any other, Our 
PEFFERS, Lamp stock is an art collec- 
ae Aa ca. cae hen eek 
Danbury, Conn. unique forms—bowls and 
globes and shades _ were 
This Hint About a Late Easter is a never before enriched with 

Good One for Clothiers—from the such exquisite decorations. 


The oups of Candelabra 
Philadelphia, Bulletin. and Gratien will please 


[ and interest you. 
A Long Run. CHAMBERLIN- 
: JOHNSON-DUBOSE CO., 
Easter falls on April 23d Atlanta, Ga. 
this year—very late. : 
Three solid months of Here’s a Hint Mr. Fixture Man = 
“social season”! It will go Application Right Now—pomestees 
hard with that old Dress Bring Business at a Time ken, 
Coat. Ordinarily, It Would Not Come—A 
Full Dress Suits, silk Business Coaxer, So to Speak. 
lined, $25 2. $50, _ 
uxedo Suits, $22 to $35. 
Dress Vests, Ry: .50 to #8; Clearance of Gas, 


They’re all ates-ma . 
A. C. YATES & CO, Electric and Com- 
Cnneas wad cath, bination Fixtures 

Philadelphia, Pa, at Senty- ‘five per cent dis- 
count. 
“Cobbler” Who Doesn’t Advertise, A grand chance for prop- 


: erty owners who wish to re- 
nows. 
Misses More Than He Know. place the fixtures in one or 


ag ge of the mga 
e fixtures in this clear- 
Throw No Shoes ance are all samples of the 
Away — gas, electric and — 
nation fixtures we’ve shown 
k Only one fixture of a kind 
that are =, — rey or left, but every style is good 
run down at the heels; we and. every fixture is perfect. 
repair them equal to new at A big variety to select 
little on 4 from, and at the clearance 
ork Guaranteed. prices you’ll save one-quarter 
AUSTIN FINN of what such fixtures usual- 
1215 Filbert St. . $. SHEDD & BRO. CO., 

107 S. 8th St. : 432 Ninth Street. 

Philadelphia, Pa. Weshington, Dp. <<, 
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“Che Missus Stgps She Could nt 








